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THIS NEW DELAYED ACTION 
MAKES THE VICTOR STOP LOSS 
PRACTICALLY ESCAPE PROOF. 
AND IT'S EASY SET,TOO. I'M 


BUYING NO.I VICTOR STOP LOSS TO 
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THE “HOTTEST” LINE FOR BIGGER SALES IN ’39 


OU can get a larger, more profitable and Popularly Priced, these HUENEFELD 


share of the big volume, room and Oj] Heaters are fast selling. No installa- 
auxiliary oil-heater business with the new 


HUENEFELD LINE. 


tion expense, no servicing troubles. 


Scientifically Designed, Smartly Styled, Write or wire today for Catalog. 


ROTOHOT ROOM HEATER 


LIGHT IT—AND FORGET IT! 


An Amazing, New Application 
of an Old Heating Principle 
A high-speed, low-cost, oil- 
burning Heater with power- 
ful, even flow of mostly un- 
burned air. High velocity is 
obtained without fans by 
scentifically designed air 
ducts and proper placement 
of its burners. 
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AUXILIARY LOCK MERCHANDISER 
AUXILIARY LOCK MERCHANDISER =a BINET & TRUNK LOCK MERCHANDISER + No. G-161 25%"x8” 


1 22”x11” (Regularly equipped with brackets to 
larly i i No. F-4 x permit board to revolve! 
“aoa” ” 7 . (Locks are mounted on removable blocks) 
Suggested Retail Prices 1S¢ to $1.25 5 act Gemens th $1.00 to $2 
Suggested Retail Prices $1.00 to $1.75 uggested Retail Prices $1.00 to $2.00 


| YALE MERCHANDISERS 





SOLVE YOUR PROBLEMS 


HAT ITEMS should | stock? The new YALE Use these Merchandisers as the foundation of 

Cabinet and Trunk Lock and Auxiliary Lock your business on locks of these types. The dis- 
Merchandisers supply the answer. On it are play boards are FREE— you buy only the Locks. 
shown the active, over-the-counter numbers which Padlock Merchandisers also available. Your job- 
cover most of your customers’ needs. ber can supply you— if not, write to us. 


THE YALE & TOWNE MFG. CO. VISIT ssi 


STAMFORD, CONN., U.S.A. i oe 
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@ Every time you sell an implement you know that the 


material from which it is made is going to take a beating. 
Hard soil — harder rocks — moisture — blistering sun 
—all do their share to quicken depreciation. The manu- 
facturers know this, too, and to lessen the dealer’s grief 
and to help him hold his customers’ good will, many of 
the leading implement makers lean on Republic’s wide 
experience for their carbon and alloy steels. 

Every day you are selling the hardware products 
shown on this page. Your customers will like to know 
that they are buying products made from the same high 
grade steels that manufacturers use in making many of 
the items you sell. You can safely say ‘these are Republic 
nails” or ‘‘this is Republic pipe’’ and ‘Republic stands 
back of me on every sale I make.” 

The next time your supply house 
salesman calls and you need any of the 
products mentioned here — ask him 
to send you Republic quality. It’s a 
name that will help you make sales. 
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IT’S NEW oo* 


TRADE MARK 


They’re All Fast Sellers! 








No. 2358 MITRE BOX... Ideal for school 
shops, carpenters, pattern-makers and other 
woodworkers because of extreme simplicity 
and accuracy. Practically unbreakable mal- 
leable iron construction. Supplied with first- 
quality 28” x 5” Back Saw. Capacity: 95” 
right-angle, 65” at 45°. Also made in other 
sizes. 





No. 150 MITRE BOX... Takes stock to 4” 
high. Open front permits sawing extra-wide 
boards. Can be used with back or panel saw. 
Furnished without saw. 








No. 116 MITRE BOX .. 
mitre box for woodworkers. Can be used 
with either back or panel saw on stock to 3” 
high. Large metal back for ample support 
of work. 


. A new inexpensive 





WITH ORIGINAL 


SELLIN 
SELLS F 


G rEATURES! 
OR ONLY $10! 





STANLEY No. 2360 Metal-Cutting Mitre Box 


This new Stanley Metal-Cutting Mitre Box combines 9-pound 
portability with sturdy steel construction and a capacity 21%” high, 
3” wide. The novel Stanley “Slide Guide” sets angle anywhere to 
to 45° right or left. 

There’s a big market for this mitre box for all modern metal 
moulding and trim work ... for installing linoleum and other mate- 
rials on counters, tables and bars where metal moulding is needed 

. for store-fronts and windows. Mouldings and trims fit perfectly 
after sawing without time-wasting filing and filling! 

There are real sales possibilities for you in this tool. It is priced 
to guarantee quick turnover and full margin—ask your jobber about 
the Stanley No. 2360. And check the other typical Stanley Mitre 
Boxes described at the left. 


Prices Slightly Higher West of the Missouri River 


STANLEY TOOLS 


IN OF 


NEW BRITAIN, CONN., U. S. A. 
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THE CROSLEY CAR 


Manufacturers selected for their high standing as suppliers of auto- 
motive parts have developed the Crosley car into an amazingly rugged, 
easy riding, incredibly safe, smart appearing automobile performing 


at unbelievably low costs. 
Waukesha Motors, Spicer Axles, 
Warner Transmission, Rockford 
Clutch, Murray Body, <Autolite 
Starter, Ross Steering Gear, Good- 
rich Safety Tires, Timken Bearings, 
Tillotson Carburetor, Delco-Love- 
joy Shock Absorbers. 

Doors and rear quarter of body now 
lined to match upholstery. Many 
other body refinements emphasize 
the car’s outstanding value. 
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€ROSLEY Products 
are quality merchandise 


You can sell easier, faster, more profitably when you know the 
materials and the manufacturing methods in Crosley products 
are QUALITY all the way through. 


NEW FREEZORCOLD SHELVADOR 


Here is a new development in Crosley Shelvadors where frozen foods can be 
easily stored, fresh meats, game and fish frozen and kept deliciously until used, 
salads quickly chilled and ice cubes made and held against any party demand. 
Like all Shelvadors, quality manufacturing marks every step in fabrication. 
Finest American steel. Armco Ingot Iron, Bonderizing for perfect enameling. 
Air-conditioned enamel applications for satin-like surfaces. Rock wool insula- 
tion. Hydrogen electric brazing for permanent joints and seams, Oversized hard- 
ware, Scientific precision in compressor con- 
struction, ‘‘Freon’’—the efficient, harmless 


refrigerant. Every detail is a quality operation UNMATCHABLE VALUE 
to provide .. . “the best you can buy.” through quality 

SHELVADOR PRICES BEGIN AT $99.50 | ™anufacturing processes. 
and offer a complete step-up for all sizes of | PRICES BEGIN BELOW $200 


purses and families. 

















Convertible Two and Four 


$325 & $350 


At RICHMOND, INDIANA 





Seat Models 
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Through Quality 

In circuit development, audio improvement, and design, Manufacturing Processes 
Crosley Radio reaches a new high in value. Pictured isthe | 8 TUBE ga g95 
—y pong w agp embodying feather- | 3 BAND » 
touch electrical tuning, 8-tube superheterodyne circuit, eflector 

3 bands and the amazing new pln tone diffuser called ee 
the CURVEFLECTOR. See Crosley radio quality evident 











in construction . . . cadmium plated all metal spot welded chassis compensated for all tem- 
perature changes . . . switches with silver plated contact points .. . ball-bearings in tuning 
mechanisms . . . etched dials . . . individually balanced speakers. 


Crosley Radios are manufactured in all popular types and models. Prices begin at $7.99 an 
offer dealers a full line of smashing superiority at every price level. 


THE CROSLEY CORPORATION 


WLW—Home of “‘the Nation’s Station’’—70 on your dial 
POWEL CROSLEY, Jr., President CINCINNATI 


See the Crosley Building at the New York World’s Fair 











Open and Close with a FLASH! 











(72 DOORS that operate with the same 
smooth precision as the modern cars of today 
—is the consensus of opinion of architects and 
_ builders regarding 


Natienal 
GARAGE DOOR SETS 


The various styles here illustrated give some idea 
of the wide diversity of styles and sizes available 
in these quality-built sets with all units built to 
work together in perfect coordination. 


The advantages of these complete sets are enjoyed 
by dealers with the assurance that complete satis- 
faction will follow every sale. Working efficiency 
is guaranteed by this assembly of hardware, built 
to work in friction-free harmony without further 
attention or adjustments after its installation. 


Complete simple instructions accompany 
the sets and all necessary parts are en- 
closed in one strong, convenient carton. 
They are easy to stock and easy to sell. 











NATIONAL MANUFACTURING CO. 
STERLING + ILLINOIS 





~ No. 800 Garage Set 








Nos. 805 and 806 Sliding and Swinging 
Garage Door Sets 





No. 803 Garage Door Set 


Designed to carry doors around the corner 













National Builders’ Hardware 
is sold direct to the retail 
dealer—a policy that pro- 
motes quality, service and 
direct selling cooperation. 
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“Immediately after stripping, the fibre is hung up to 


“The fibres which make Columbian rope are taken P 
from Abaca trees of the Philippines. Great care is L E 3 Ss G N dry. The quality is ruined if it is not dried at once or 
if it gets wet while drying. Columbian uses only the 


taken to see that all fibres are strong and pliable.” N of 
umber 2 WG properly dried fibres.” 





“After the fibre is dried, but before it is baled, native workers cut off “Columbian is the only American rope company maintaining such a 
the soiled tips, and clean it thoroughly, removing all the weak fibres. complete organization in the Islands. Columbian buyers are expert at 
selecting the finest fibre. They see that Columbian gets the cream of 


This is done so that every fibre in Columbian rope will be uniformly 
the crop.” 


clean, strong and pliable.” 


- 


aM 


COLUMBIAN ROPE COMPANY 
: Auburn, “‘The Cordage City’’, N. Y. 
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CRESCENT TOOL DISPLAYS 
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CUSTOM MADE FOR YOUR STORE 


Crescent Tool dealers are offered 
an excellent opportunity to improve 
the appearance of their tool de- 
partments and increase tool sales 
through the use of custom made 
Crescent Tool Displays. We main- 
tain a well-equipped department at 
the factory where special displays 
are made up to individual dealer’s 
specifications. Any selection of tools 
can be assembled on these displays 
which are made to dimensions, 
color and finish as specified by our 
customers. These boards are so de- 
signed that individual tools can be 
quickly removed for demonstra- 
tion. 


CRESCENT TOOL CO., 


CRESCENT 





JAMESTOWN, 


and Smith & 


Extensive use of these custom 
made displays by progressive deal- 
ers has definitely proven their sell- 
ing value. No charge is made for 
the display itself—the cost to you 
is merely the cost of the tools dis- 
played. You are invited to write us 
about your display problems and 
we will submit suggestions designed 
to not only improve the appearance 
of your store but to effectively in- 
crease tool sales. Displays can be 
finished to exactly match your pres- 
ent store fixtures and harmonize 
with your present decorative 
scheme, even to exact brand and 
color of paint specified. 


NEW YORK 


TOOLS 








Hemenway 
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give your hunter-customers 


EXTRA SPEED 
EXTRA DISTANCE 
EXTRA WALLOP 


This fall more hunters than ever will demand 
High Velocity shot shells with speed, long 
range and power. The average man has little 
enough time in the field or blind. He wants 
every shot to count. That’s why the dealer 
who features Peters High Velocity shells gets 
the call—and the extra profits. 


“HIGH VELOCITY” HAS 
ALL THESE FEATURES 


e Special Peters construction for maximum charges 
of shot and progressive burning powder. « Long 
range power. Dense patterns. Accelerated velocity 
without excessive recoil. « Peters ‘‘Rustless”’ prim- 
ing. « Shell body made from imported flax, tough 
to stand rough handling. « ‘‘Watertite’’ from end 
to end. ¢ Reinforced head—‘‘steel where steel 
belongs’. ¢ Real felt wads. ¢ Perfectly round 
shot. Carefully selected, polished and inspected. 
¢ Speed intensity ignition. « High quality brass base. 





High Velocity and Rustless are 
Peters Cartridge Division trade 
marks Reg. U.S. Pat. off 












e TERRIFIC POWER 
GET READY FOR THE BIG e AMAZING ACCURACY 
GAME SEASON WITH PETERS e FLAT TRAJECTORY 


o TY’ ° “RUSTLESS” PRIMING 
H | G HK VE OC | .22 Hornet Expanding, 45 Gr. 
; .22 Savage High Power S.P., 70 G 
25. 20 Win-Mar-Rem. 60 Gr. Exp'd’ 


A .250 Savage S.P., 87 Gr. 
C E N TE R Fl R E CA 7 T R I D H E S 93 Wi ate SP 1 Ge 


.25 35 Winchester S.P., 117 Gr. 
THE SENSATIONAL NEW COMPANION LINE TO “HIGH VELOCITY” SHELLS 4 







.30/30 Win-Mar-Sav. Expanding, 165 Gr. 
.30 Remington, 180 Gr. Belted 
* .30 Remington, 170 Gr. S.P. 
.30 Remington, 165 Gr. Expanding 

f .30 U. S. Govt. 1906 180 Gr. S.P. 
, .30 U.S. Govt. 1906 180 Gr. P.P. Expanding 
s .30°06 180 Gr. Belted 
.30'06 225 Gr. Belted 
.300 Magnum :225 Gr. Belted 
.300 Savage, 200 Gr. Belted 
.300 Savage, 150 Gr. P.P. Expanding 
.30 40 Krag, 180 Gr. Belted 
.30/40 Krag S.P. 180 Gr. 
.30,40 Krag P.P. Expanding 180 Gr. 
.30/40 Krag 225 Gr. Belted 
.303 Savage, 180 Gr. Belted 
.32—20 Win. 80 Gr. Expanding 
.32-20 Win. 100 Gr. S.P. 
.32 Remington, 180 Gr. Belted 
.32 Remington, 170 Gr. S.P. 
.32 Winchester Special 180 Gr. Belted 
.32 Win. Special 170 Gr. S.P. 
.348 Win. 150 Gr. S.P. 
.348 Win. 200 Gr. S.P. 
.348 Winchester 210 Gr. Belted 
.35 Remington, 210 Gr. Belted 
.35 Remington, 200 Gr. S.P. 
.35 Remington, 200 Gr. Expanding 


270 Winchester S.P., 150 Gr. 
MAKE YOUR STORE HEADQUARTERS FOR 


.270 Winchester P.P. Expanding, 130 Gr. 
“BELTED BULLET 


.30 30 Winchester, 180 Gr. Belted 
.30/30 Win-Mar-Sav. S.P., 170 Gr. 
.30 30 Win-Mar-Sav. M.C., 160 Gr. 

Peters Belted Bullet, used by big game hunters y 

the world over, has Velocity” speed ... 

er match ammunition 







HERE’S THAT LONG RANGE, 
EXTRA WALLOP .22 THAT YOUR 
SMALL BORE CUSTOMERS ARE DEMANDING! 


once  (—_———— 
= ~ “HIGH VELOCITY” .22’s 


For general use, pest control and small game 
hunting you can offer no finer small bore ammu- 
nition than High Velocity .22’s. They have the 
speed and flat trajectory that hunters demand. 
Yet they retail for the same price as standard 
velocity .22’s! 





PETERS CARTRIDGE DIVISION, Remington Arms Co., Inc., Bridgeport, Conn. 
MEMBER AMERICAN WILDLIFE INSTITUTE, ‘FOR A MORE ABUNDANT GAME SUPPLY"’ 


perens PACKS THE POWER 
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YOUR CUSTOMERS KNOW THESE 
FAMOUS STEEL PRODUCTS 





U-S-S Barbed Wire is made of good 
heavy wire, evenly galvanized to resist 
rust. Five styles of barbs to choose 
from. Barbs stay firm and sharp. 


U-S-S Galvanized Steel Roofing and 
Siding Sheets are famous for long serv- 
ice and full protection. They come in 
a complete line—-including Corrugated, 
V-Crimped and Flat—and StormSeal 
Roofing Sheets, with special leak-proof 
features. Also a full line of accessories. 
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U-S-S American Posts are favorites 
with thousands of farmers. Strong and 
rigid. Slit-wing anchor drives easily 
and takes a firm bite in the ground. 


STORMSEAL ROOFING 
TENNESEAL ROOFING 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 
GATES AND FITTINGS 
AMERICAN BARBED WIRE 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 
BLUE BONNET BALE TIES 
NAILS, TACKS AND STAPLES 
CLOTHES LINE 
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Here’s how to get Your Share! 


HE important changes taking place in farming today are 
of more than passing interest to dealers who want more 
fence sales. Contour farming, crop rotation and legume pas- 
turage, require many rods of new fence even on smaller farms. 
When farmers think about fence, their first thought will be 
where to buy it. And a large percentage of them will look for a 
store that handles the best-known and most popular fence— 
U-S-S AMERICAN. Through more than forty years of service 
on American farms, this fence has built a reputation for long 
life and sturdiness. Farmers know that American Fence gives 
them full value for their hard-earned dollars. And forceful 
advertising in leading farm magazines has bolstered the prefer- 
ence for American—kept it alive so that it produces sales for 
American dealers. 

What to do about it? First—put in a good stock of American 
Fence and Posts. Display them. Put up a sign that will mark 
your store as headquarters for American Fence. And get in 
touch with us for sales helps that will assist you in bringing 
farmers into your store to buy. Get ready now for a bigger share 
of the fence business available in your community today. 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 
COLUMBIA ST . COMPANY, San Francisco 


United States Steel Products Company, New York, Export Distributors 


AMERICAN FENCE and POSTS 





UNITED STATES STEEL 








E never swung a paint 
brush in his life. 


But he digs out the metal that 
the best paint’s made of. 


His job is mining lead—and 
pure lead is what they start with 


res. 


Getting ready to paint is almost as important 
as the kind of paint you use—and a good 
painter knows how and when to use sand- 
paper to make sure that new paint will lie 
smooth and flat. Hiring a real painter is 
always an economy in the end. 


What does this 
lead miner know 
about paint? 


when they make white lead. 


When you know how whitelead’s 
made and what it’s made from, 
you can understand why it 
makes a paint that can’t be beat. 


That’s why a painter who knows 

his stuff will pick white lead for 

the paint jobs that have to stand 
up against the weather. 


Coming back to the ques- 
tion asked up above — 


what this miner knows is, the 
best paint is made from lead. 


And that’s a good thing for you 
to know if you want the most 
for your money. 


“‘What to expect from white lead 
paint,” tells you dozens of helpful 
facts. Write for your copy today. 


LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue 
New York, N.Y. 
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BEST CUSTOMERS 


Make an extra profit. = 
sell her a Carborundum 
Brand Knife Sharpener 


You have a grand opportunity to make an 
extra profit every time a housewife comes 
into your store to buy a knife. Simply 
suggest a Carborundum Brand Knife 
Sharpener, and nine times out of ten the 
sale is made. As easy as that! Keep these 
fast-moving Carborundum Brand items 
prominently displayed on your counter. 
You'll make many an ex- 


: CARBORUNDUM 
tra sale and extra profit. ; 


HANDY No. 66 KNIFE SHARPENER... Retails at 

35¢. Easy to use. Colored handles. Sells on sight. 
Attractive display carton and counter card in 
color furnished with gach dozen sharpeners. If 
jobber cannot supply you, write us direct. 


THE CARBORUNDUM COMPANY 
NIAGARA FALLS, N. Y. 


Sales Offices and Warchouses in New York, Chicago, Boston, Philadelphia, Cleveland, 
ittsburgh, Grand Rapids 


(Carborundum is a registered trade-mark of The Carborundum Company) 
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AMERICAN CHAIN & CABLE COMPANY, Inc. 





AMERICAN CHAIN DIVISION @ AMERICAN CABLE DIVISION @ ANDREW C. CAMPBELL DIVISION ¢ FORD CHAIN BLOCK DIVISION © HAZARD WIRE ROPE 
DIVISION @ HIGHLAND IRON AND STEEL DIVISION ¢ MANLEY MANUFACTURING DIVISION @ OWEN SILENT SPRING COMPANY, INC. e PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION ¢ WRIGHT MANUFACTURING DIVISION © IN CANADA: DOMINION 
CHAIN COMPANY, LTD. @ IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. ¢ THE PARSONS CHAIN COMPANY LTD. ¢ I” Business for Your Safety 
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What you need to Sell Heaters 


FOR: Bathrooms . Nurseries . Dens . Guest-rooms . 
Game-rooms . Sun-rooms . Trailers and Camp Cot- 
tages . Invalids’ Rooms in Homes or Hospitals . Small 
Offices and Ticket Booths . Hair and Clothes Drying . 
Bath Houses . Photographers’ Drying Rooms. 


For Baby’s Bath and other uses where extra or 
temporary heat is needed. DELUXE MODEL 201A 


These new Arvin profit-makers are being featured in a consumer oe ~ eH = a ; a om = ae ; 

advertising campaign this fall and winter. National magazines such ° 

as Good Housekeeping, Better Homes and Gardens, and The Amer- Two Deluxe models are identical except for finish. Toe switch makes it easy to turn 
ican are being used. Order Arvins from your jobber now and cash Deluxe heater on and off. Red indicator light, inside case, gives “fireplace glow” when heater 
Model 201 is on— warns against leaving it on when not desired. Operate on AC only, 50 to 60 


in on the demand. Tan and Brown cycles, 110 to 125 volts. Use 11 amps. at 110 volts. Nichrome helical heating element. 
Morocco Finish, Heavy gauge metal case on rubber feet. Induction type motor. Two-blade propeller 


NOBLITT SPARKS INDUSTRIES, Inc., COLUMBUS, IND. Chrome § 95 fon. Carrying handle in back with cir intoke louvers. Rubber plug ond 6 feet of 


Also Makers of Arvin Car Heaters and Radios Grille Lis HPD cord. Size—1134” high, 107%” x 654” at base. Weight each, 984 pounds. 


ALL PRICES SLIGHTLY HIGHER DENVER AND WEST—ALSO IN EXTREME SOUTH 


SELLING POINTS 
ELECTRIC FAN-FORCED 








FOR YOU TO USE 


Warms Air Completely — 

drawing in cold air from floor, 

heating it and fan-forcing it 

into room. 

Circuiates Heat—employing 

efficient fan-distributing prin- 
H FE A T + 4 - ciple used in modern home 


heating systems. 


Gives Immediate Heat— for 
bathing, shaving and dressing, 
when furnace fire is low or 
room is chilly. 


Portable—easily carried from 
one room to another to drive 
chill away. Plugs into any 110- 
AC wall outlet. 


Safe with Children—because 
heating element and fan are 
enclosed. Won't burn rug, if 


eo 


upset accidentally. 


‘FO ‘ 
ihe RcED ; Efficient and Economical— 
: with air-intake louvers and 

quiet-running fan behind heat- 


ing element, to drive heat off 


wires and out into room. 


ia ee Approved by 
Underwriters’ Laboratories and 
a Good Housekeeping Institute 





GUARANTEED AS ADVERTISED 
IN GOOD HOUSEKEEPING 











Informal Editorial Comments 





by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


Jobbers’ Catalogs :— 


It is grossly unfair for a retail 
hardware dealer to try to load part 
of his advertising and sales pro- 
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be special reasons or occasions 
where either manufacturers or 
wholesalers or both, wish to enter 
into a cooperative advertising in- 
vestment with their distributors. 
But the present increasingly preva- 
lent practice of putting a little 
gentle “heat” on a source of sup- 
ply for what amounts to merely a 
contribution is a form of “hold 
up” and should be discouraged. 


Legal Angle :— 


The Robinson-Patman Law pro- 
hibits any contributions for ad- 
vertising that are not actually 
used for such purposes and pro- 
hibits any other “special rebate” 
not available to all competitors. 
In simple language—if you give 
a donation to one customer you 
must give the same to all of his 
competitors, the terms, quantity 
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interesting fact that has been 
learned is that many such re- 
quests seem to come from rela- 
tively small buyers of goods made 
by the firms asked to donate. 


One Example :— 


A specific and horrible exam- 
ple came to our attention recently. 
It was a case where a wholesaler 
asked a manufacturer for $1,400 
to properly catalog his line. This 
represented approximately 10 per 
cent of this manufacturer’s actual 
annual sales to this distributor. 
Obviously, no manufacturer would 
consent to a “rebate” of 10 per 
cent of his sales to help defray 
the costs of catalogs for all his 
jobbers. He would go out of busi- 
ness. There never was that much 
net profit in a manufacturer’s 
sale to a wholesaler. 


sound thinking, honest opinion 
and thoroughly logical why not 
carry the entire idea a bit fur- 
ther? *Let the manufacturer ask 
for some donation toward his ad- 
vertising costs from all those who 
furnish him with raw materials, 
equipment, etc. In the other direc- 
tion, let the retailer-customer ask 
each wholesaler from whom he 
buys to contribute to newspaper 
advertising costs, window lighting 
expense, circular letter investment, 
etc. In fact, let us even go an- 
other step—have the consumer 
who buys paint ask the dealer 
who sells it to him to stand the 
cost of the labor involved in ap- 
plying the paint, or, if he prefers 
to make a merchandise invest- 
ment, provide the brushes free. In 
each case, the argument “I am a 
customer” would hold equally 
true. 
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PATRICIAN BOR-IN 


dbove — Patrician Hardware 

with interchangeable knob 

bodies of colorful plastic, F) 
and metal or plastic inserts. 

Right—Bor-in Latch Set, the y 
revolutionary new time-saver 

on interior door installations. 


Available with optional lock- 





ing device. 





Division of Independent Lock Co. 
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offers READY MADE ORDERS 


for Lockwood Dealers... 


This efficient little home will be repro- 
duced under license of The National 
Home Builders Bureau in all parts of 
the country ... and Lockwood Bor-in 
hardware will be specified. No other 
hardware can be used. 


Here are ready-made orders for Lock- 
wood dealers—a fast growing group of 
alert builders’ hardware dealers. 


Join Lockwood’s Parade of Progress 
now. Write for the official specifica- 
tions and prices on hardware for the 
No. 1 home in the “Town of To- 


” 
morrow. 


Lockwood Hardware Mfg. Co. 


Fitchburg, Massachusetts 
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Rackets: 


‘For a jobber to ask a manu- 
facturer to pay a share of his 
advertising or other operating 
costs; a dealer to ask a jobber to 
pay a share of his advertising or 
other operating costs; or a con- 
sumer to ask a dealer to pay a 
part of his living costs can only 
be called a “hold-up” or worse. 
Church supper programs, club 
programs, block party programs, 
union labor programs, trade group 
programs, etc., are all “rackets.” 
They represent the absolute ir- 
reducible minimum as advertising 
media and if they must be bought 
to hold a customer, to avoid a 
strike or for some other non-busi- 
ness reason then for goodness sake 
charge such items to charity and 
let it go at that—assuming you 
know how much charity your busi- 
ness can stand. In many towns, 
where the chamber of commerce, 
board of trade or other good com- 
munity influences are well organ- 
ized, very definite action is taken 
to protect merchants and others 
from this form of graft by issuing 
signs that no such alleged adver- 
tising will be placed or even con- 
sidered unless approved by the 
advertising committees of such 
bodies. Referring again to manu- 
facturers buying pages in jobbers’ 
catalogs—it segms highly appro- 
priate to remind the hardware in- 
dustry that the American Hard- 
ware Manufacturers Association 
at Biloxi, Miss., in 1929 (10 years 
ago) .went very specifically on 
record against such practices. 
Again at Atlantic City, N. J., in 
1935 this particular resolution was 
reaffirmed. The text of this decla- 
ration is published in full, on this 
page as a reminder to all manv- 
facturers and wholesalers. 


“Back Orders’ :— 


‘Easily the most annoying ex- 
perience for a retailer is to have 
wholesalers “back order” goods 
that are standard and_ which 
should be in every jobbing stock 
worthy of the name. The best of 
inventory control systems will fail 
at times and for an occasional 
item, but the “back order” situ- 
ation today seems too heavy, too 
prevalent and is a subject of com- 
plaint from too many quarters. It 
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is clear that neither retail nor 
wholesale hardware stocks are cur- 
rently very heavy. In fact the best 
information we can obtain sug- 
gests that both wholesalers and re- 
tailers have curtailed their buy- 
ing, particularly on replacement 
purchases, to an extent that cus- 
tomers are not getting the kind of 
services they expect and are en- 
titled to receive, even on staple 
merchandise. You can’t sell goods 
that are not in stock and when in- 
ventory control reaches the point 
where dealers are out and whole- 
salers “back order” for standard 
items, the American consumer is 
definitely being invited to place 
his business elsewhere than 
through hardware channels. 


“Direct Accounts” :—- 
Discussing this “back order” 

problem with several manufac- 

turers, in recent weeks, brings to 





light the rather general report that 
so-called “direct accounts” are 
maintaining better-rounded stocks 
and are buying more regularly 
than are wholesalers. The term 
“direct accounts” in this instance 
refers to large retail establish- 
ments, department stores, mail 
order and chain organizations. If 
these scattered dozen reports from 
manufacturers are typical of a 
current situation in the wholesale- 
retailer hardware distribution 
channel, it is high time that some 
drastic reforms were put under 
way to correct a vicious condition 
that can only further retard the 
competitive status of the majority 
of hardware stores in this coun- 
try. Immediate executive scrutiny 
should confirm or deny this 
charge against hardware whole- 
salers. If the situation is as re- 
ported every competent manager 
will know how to correct it. 





Resolutions Re: Jobbers’ Catalogue 


adopted by the American Hardware Manufacturers’ Asso- 
ciation at Biloxi, Miss., April 25, 1929; reaffirmed. .by 
- unanimous vote at Atlantic City, N. J., October 24, 1935 


@ihereas, there are in the whole scheme of distribution many elements 
of economic waste, prominent among which is waste in advertising; 


Resolved, that we again express the hope that-our friends the jobbers 
and retailers will refrain from sponsoring any activities in local or 
anniversary advertising which may directly or indirectly involve any 
request to manufacturers to join in such undertakings. 


@ihereas, this Association has repeatedly advised its members to 
discontinue the practice of contributing toward the expense of publishing 


jobbers’ catalogues, and 


@Whereag, it is now reported to our executive office that there is a 
renewal of requests from some jobbers to our members for such con- 


tributions directly or indirectly, and 


@ihereas, the expense of publishing a jobber’s catalogue appears to 
us to be directly chargeable among the items usually considered as ex- 
pense incidental to the conduct of a jobbing business precisely the same 
as the expense of publishing a omy. eomamel s catalogue is so chargeable 


in his business, 


Be it therefore Resolved, that we again recommend to our members 
that all such requests for catalogue contributions be declined. 


Resolved, that the Secretary of this Association be instructed to for- 
ward copies of these Resolutions to the National Wholesale Hardware 
Association, the Southern Hardware Johbers Association and the National 
Retail Hardware Association. 








21 

















VERY so often the question 
E arises as to the amount of 

protection locks really give. 
Before closing this series, there- 
fore, it seems quite proper that a 
chapter be devoted to such a sub- 
ject. 

As a matter of fact, the lock 
industry has contributed a most 
worthy service to society in the 
security it has built into builders’ 
hardware. 

It is true that locks have been 
picked; skeleton keys have given 
unlawful access; many weaknesses 
in lock construction have been 
taken advantage of by those who 
make a practice of stealing. I will 
admit all that. 

It was ever so. Biblical students 
might turn to the third chapter of 
Judges in the Old Testament and 
there read how Eglon, King of 
Moab, was slain by one named 
Ehud who, after the murder, 


locked the door and escaped. 
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Lock Security 


Almost any murder case in these 
days is the same. Locks and keys 
often provide feature clues in 
solving these mysteries. 

From the stories in the Bible, 
irom modern mystery novels, in 
the newspapers or on the radio, 
one can learn of cases where locks 
failed to give the security expected. 
“That’s news.” 

It's news because it is unusual. 
It has often been said that when a 
dog bites a man, that isn’t news, 
but when a man bites a dog, 
“that’s news.” 

For every case where a lock fails 
to give the expected security there 
are literally millions of locks serv- 
ing faithfully, securing life and 
property over many, many years 
of trouble-free existence. Do not 
let the next lock-picking story 
cause you to lose your sleep. | 
know of no industry, that has con- 
tributed dollar value for every dol- 
lar received in the form of long- 





TAKING THE MYSTERY OUT 
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By ADON H. BROWNELL 


Chapter 57—Advanced Course 


lived merchandise as has the build- 
ers’ hardware industry. 

The builders’ hardware replace- 
ment field is all too small for those 
of us who are in the business of 
selling this material. Every build- 
ers’ hardware engineer knows that, 
I am sure. 

The ordinary one-tumbler bit 
key lock offers little security, nor 
can it be expected to, but use a 
three- or four-tumbler bit key lock 
and try to pick it. That will not 
be so easy. For actual security 
against picking, | believe it is less 
vulnerable, as a matter of fact, 
than some cylinder locks. 

A few years ago I well. re- 
member how some “smart guy” 
traveled around different cities up- 
setting office building managers 
demonstrating, by the use of an 
ingenious tool, how easily he could 
pick a cylinder lock of any man- 
ufacturer in a few minutes. 

Once in Pittsburgh, at a neigh- 
borhood bank, at five minutes to 
nine, officials found they could not 
get into the building because of a 
broken key. The president came 
rushing over to me for help. He 
must have the bank open by nine, 
for he feared even a few minutes’ 
delay beyond opening time might 
start false rumors and a run on the 
bank. 

The door was guarded with a 
double-cylinder lock. I had it 
cpened within a minute. It was 
quite simple, but I will not tell 
how. I do not feel that educating 
people how to open cylinder locks 
is helpful to the industry or the 
public, but I recall that twenty 
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Fig. 2—Protected 
set screw through 
cylinder plug. 





































years or more ago this could be 
done with almost any cylinder 
lock. Since that time much has 
been done to overcome these weak- 
nesses, which I will describe as I 
continue this chapter. 

Henry R. Towne, whom I 
have quoted before, said in his 
book, “Locks ard Hardware,” pub- 
lished many years ago—‘No lock 
has ever been made, or probably 
ever will be made, that cannot be 
picked.” From my own experience 
in the past, I would be inclined to 
agree that he was correct, although 
much progress has been made in 
lock manufacturing since Mr. 
Towne made that statement. 

In recent months considerable 
publicity was given to the oppor- 
tunity of loosening the set screw 
which holds the cylinder in place 


Fig. 3—Auxilary latch lock. 
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and returning at night, removing 
the cylinder and opening the lock 
with one’s finger. 

This method would only work if 
the door did not fit closely to the 
jamb. For if there was not suffi- 
cient room between the door and 
the frame, the loosened set screw 
head would have prevented the 
door from closing and the screw 
would be reset before the door was 
closed and locked for the night. It 
would even prove a signal to the 
owner that the door was to be 
manipulated after closing. A watch 
might be set and the intended thief 
captured. 

In Fig. 1 is shown one way 
to overcome that proposed method 
if it worked on a regular lock. That 
is by use of the armored front. 
When an armored front lock is 





Fig. 4—Hardened steel 
roller bolt lock. 
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used, even though the front were 
taken off and the set screw loos- 
ened, it would be impossible to put 
the armored front back on while 
the set screw was loosened. 

In Fig. 2 is shown another 
way to overcome that method. The 
set screw illustrated cannot be 
touched save through the cylinder 
itself. Loosening the set screw in 
the face of the lock would do no 
good at all. 

Other methods of protection will 
occur to you, but space does not 
permit their discussion here. Ask 
your own manufacturer how he 
overcomes these problems. 

For several years it was cus- 
tomary to use ordinary spring 
latch cylinder locks for protection. 
Slipping a knife back of the stop, 
or, in case doors opened out, at- 
tacking the latch bolt directly with 
a sharp instrument would slide the 
latch back in a moment and en- 
trance was quickly gained. 

Then came the auxiliary latch 
that dead-locked the latch bolt, as 
Fig. 3. The dead-locking latch 
bolt and other methods of eliminat- 
ing this trouble. 

Cutting off the ordinary cast 
brass dead-bolt with a saw per- 
mitted easy entrance. 

Fig. 4 illustrates a method de- 











Fig. 5—Lock with hardened 
pins—extra heavy bolt. 
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vised to overcome this. Fig. 5 
shows still another. 

Locks such as are shown in 
Fig. 6 have increasingly come into 
use and are now made by many 
manufacturers. 

My chief purpose in this chap- 
ter is to point out the fact that 
manufacturers know long in ad- 
vance of the general public the 
weaknesses that occur, and they 
are often rectified long before even 
you or I know they exist. 

To me the greatest lesson in all 
this recent publicity on lock ma- 
nipulation is the opportunity it 
affords our builders’ hardware en- 
gineer and every live, up-to-date 
hardware store to cash in on extra 
sales. 


Older buildings not equipped 





Fig. 6—Jimmy-proof lock. 


with the latest methods of lock pro- 
tection offer you a golden oppor- 
tunity to do a real selling job by 
replacing hardware now installed 
with the latest developments of the 
trade. 

Too often we are inclined to 
think that our only field is new 
building, and in so thinking we 


overlook a tremendously unde- 
veloped field by re-hardwaring old 
buildings. 

When business on new work is 
not so brisk, just try calling on 
office buildings, institutions of all 
kinds and suggest to the building 
superintendent the advisability of 
re-hardwaring his building for 
greater lock protection and other 
door control. Offer to make a sur- 
vey of their hardware, and sub- 
mit without any obligation on 
their part recommendations for 
the improvement and protection of 
their buildings. 

In our next chapter we will take 
up the subject of padlocks. This is 
quite a business in itself and prop- 
erly belongs in our study of build- 
ers’ hardware. 


A PRACTICAL BUILDERS’ HARDWARE SAMPLE ROOM 





This sample room of Hibbard, Spencer, Bartlett Co., Chicago, Ill., shows an extremely jnter- 


esting type of treatment. 


You will note from the illustration that very few samplés of 


builders’ hardware are exposed, but that the doors are treated individually with differ- 


ent types of hardware. 


Each door is equipped with a different type of butt, a different 


type of lock and even different types of door closers, so that the doors themselves 
become working models for use in displaying builders’ hardware samples. This is a decidedly 
interesting treatment. Even the casement windows shown illustrate a modern closer oper- 
ator. It is a sample room which is both attractive and at the same time very practical. 
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Communities that widen trade contacts in neighboring communities 
will secure an ever-increasing volume of rural business. Merchants in 





many states have learned that if they work in cooperation with their 
fellow business men, to promote community welfare, they can attract 
more farmers to their communities than through any type of individual 


effort. 


Here are a number of tested community promotion events which have 
worked to advantage in various sections of the country. Perhaps 
some of them will appeal to you. Why not try several of them during 
the coming months and give “Old Man Recession” a run for his money? 


Radio Quiz 

The merchants of Barre, Vt., in 
cooperation with a local theater 
are sponsoring a radio quiz pro- 
gram each Saturday morning that 








is proving to be very popular and 
successful. Each week a different 
merchant donates a prize worth be- 
tween $5.00 to $10.00. This prize 
along with a few other appropri- 
ate articles is displayed in the 
theater lobby during the week. 
Reciprocally, the merchant dis- 
plays in his window scenes from 
the current movie shown at the 
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theater. The quiz consists of cur- 
rent events and world affairs with 
a simple movie question or two 
thrown in. The program is broad- 
cast, too, over Station WDEV. The 
cooperation is threefold. Although 
the merchant pays for the radio 
time on Saturday mornings, the 
radio station donates a few min- 
utes each day to the advertising 
of the quiz program, and the 
theater and merchants advertise 
one another reciprocally. 


* * *% 


Cotton Festival 


Merchants of Clarksdale, Miss., 
find that an annual “Delta Staple 
Cotton Festival,” in their city has 
developed into one of the most 
outstanding affaies of ats kind in 
the entire country. The festival 
has brought to this city and 
neighboring county, untold thou- 
sands of dollars ia trade. 





Good Will Trip in 
Reverse 

In most towns and cities in the 
United States, good will tours con- 
sist of businessmen going to visit 
customers and prospects in near- 





by towns, via train or automobile 
caravan. At Sioux Falls, S. D.., 
merchants reverse the usual pro- 
cedure by subscribing to a plan 
whereby selected prospects are 
brought to Sioux Falls, free of 
charge, and entertained by various 
stores. More than 500 prospects 
are thus brought to Sioux Falls 
each year. Merchants subscribing 
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to the plan purchase units at $3.00 
each. A unit will sponsor one 
round-trip fare, banquet and en- 
tertainment for one of the guests. 
It is said that this good will en- 
tertainment plan is much more 
successful than the old-time good 


will tour. 
* * * 


Rural Schools Spelling 
Contest 


A rural school spelling contest 
is put on each year by merchants 
at Rochester, Minn., with many 
rural schools in the local county 
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participating. Prizes in this con- 
test are usually fountain pens, 
donated by the merchants. The 
contest is very popular with the 
teachers and parents, with the 
youngsters being won over when 
they see they have a chance to win 
a nice fountain pen. 


* * * 


Joint Meeting 
The Hibbing (Minn.) Chamber 


of Commerce sets aside part of 
each meeting whereby representa- 
tives of 15 rural communities have 
the opportunity to discuss rural 
problems with the business men. 
This idea has worked out well and 
promoted city -country relation- 


ships. 
* + % 


Unique Fall Festival 
Freeport, Ill., merchants annual- 

ly conduct a free fall festival, 

which varies considerably from 


others in various parts of the 
country. The Freeport festival 
features home economics, farm 
produce exhibits in stores, a corn- 
husking contest, exhibitors’ ball 
for exhibitors and their families, 
free barbecue, street dance and 
entertainment, as well as a pub- 
lic wedding. More than $900 in 
cash prizes are awarded to farmers 
whose exhibits in stores win 
prizes. This type of promotion 
creates considerable good _ will 
among rural patrons. Freeport 
also conducts sales entitled, “Sub- 
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urban Day,” “Bonus Day,” 
“Courtesy Day,” “Profit-Sharing 
Day,” “Rooster Day,” “Free Mile- 
age Day,” and “Community Rum- 
mage Sale Day.” 


* % * 


Grain Festival 


Devil’s Lake, N. D., annually 
stages a big Golden Grain Harvest 
Festival, together with the Junior 
Chamber of Commerce of the 
State. This is a big event, which 
attracts farmers from all parts of 
the state and helps Devil's Lake 
merchants to widen their contacts. 


a * * 


Rattlesnake Hunt 


Merchants at Watonga, Okla., 
annually stage a rattlesnake hunt 
and, believe it or not, this is a 
highly popular event with hun- 
dreds of professional and amateur 
snake hunters attending from 
many states. The event receives 
considerable newspaper and mag- 
azine publicity and brings addi- 
tional business to local merchants. 
It is said that an excellent way to 


UNCOIL, BROTHER — 
“TAINT NO USE TO 
BITE 'EM. THEY Got 
A CURE 





participate in the hunt is to come 
properly equipped in a liquid way 
and to use 7-ft. stilts. 


* * * 


Unique Rural School Day 


For 12 years, bisiness men of 
Hannibal, Mo., through _ their 
chamber of commerce, have been 
offering medals and other prizes 
to rural school students having the 
best scholastic record. Under the 
plan, two students with good rec- 
ords are selected from 52 rural 
schools. Special tests are given 
these prize students and following 
the completion of the tests, stu- 
dents and teachers are guests of 
the business men at a luncheon 
meeting, with a special entertain- 
ment program. Sightseeing tours 
and free movies are also given the 
students. Business men say that 
this annual educational plan and 
contest has widened connections 
with rural areas and has devel- 
oped considerable good will. 


Achievement Day 


Merchants of Boonville, Mo., 
with the cooperation of the County 
Home Economics Extension 
Agent, conduct an annual yard 
improvement contest open to all 
farm women of the county. Sev- 
enty-five women entered the last 
contest, all of whom showed re- 
markable improvement in their 
yards and gardens during the 
year. In the fall, a tour of the 
county is made to inspect every 
yard and garden entered in the 
contest. On a certain day, known 
as “Achievement Day,” farm 
women come to Boonville to at- 
tend a garden meeting of all the 
extension clubs in the county, and 
prizes are awarded to the winners 
in the yard and garden contest. 
Merchants cooperate by donating 
prizes and by putting in window 
displays relative to the contest. 
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Band Festival 


Enid, Okla., annually promotes 
a Tri-State Band Festival, which 
brings 5000 young musicians from 
three states to Enid. Contests with 
suitable prizes mean that practi- 
cally all communities like to send 
bands to participate in the big 
doings at Enid. Many parents ac- 
company their children to the fes- 
tival and shop at Enid. 


* * * 


Pig Club 


Realizing that the future of 
agriculture lies largely in the 
hands of farm boys and girls of 
today, merchants of LaCrosse, 
Wis., organized a pig club to en- 
courage boys and girls to know 
more about live stock and to raise 
pure bred pigs. At an early sum- 
mer picnic, the boys and girls 
who satisfactorily passed the ex- 
amination paper prepared by the 
county agent, were awarded pure 
bred pigs. The cost of the entire 
event was borne by the business 
men and helped to create consider- 
able good will in rural areas. 
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Dark curtains at one end, light at the other, 
floor mats and stools on the platform. 
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2 Panel displays show different styles and 
, finishes of accessories with large items in front. 


Colorful Bath Shop Increases 


Customer Circulation and Sales 











4] ey i iaaas, COLORFUL, recently — in- 
Phe Schlitt Hardware Co., Spring- A STA thas tos vn 
field, Ill., finds that sales in ceeded in drawing custom- 


ers of all kinds to the housewares 
its new department average $100 Hardware Co., Springfield, II. It 





side of the store of the Schlitt 






has stimulated customer circula- 

tion afd increased unit sales to 
many patrons. 

Shower curtains in a wide range 

= of colors, white panels on which 

accessories are displayed and spe- 

“9 cial lighting make this new de- 


* } partment stand out and attract the 
bisiees of attention of people as soon as they 
*F enter the store. Frederick Schlitt, 
et ae we a “a 
= 


monthly on stock valued at $120 
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~ owner of the business, comments 
on the effect it has produced as 
follows: “We are amazed at the 
number and types of customers 
who are attracted to this depart- 
, , ment. Women are naturally inter- 
ee ested, but we have been surprised 

to see that many men were drawn 
= 3 i. e, _ to this merchandise. Many of 
them remarked that they were go- 
ing to tell their wives about the 
items on display and have them 
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Neon lights behind the moulding illuminate the shop. 









27 





1939 





AUGUST 24, 











come in and select some new ac- 
cessories for the bathroom. A 
number have actually brought 
their wives back to the store to 
see the merchandise and make 
purchases. 

The entire housewares depart- 
ment, which is at the left of the 
entrance, was remodeled shortly 
after the first of the year and new 
fixtures and lighting were in- 
stalled. The new bath shop was 
located in the center of the de- 
partment. It consists of two 8-ft. 
sections. Colorful shower curtains 





occupy one 8-ft. open case while 
medicine cabinets, towel bars and 
similar items are sampled on the 
white background of the other 
section. This background is 
divided into three parts, each 
showing a particular group of ac- 
cessories in black, white and.ehro- 
mium finishes. , The panels ~ end 
about 30 in. from the floor and 
clothes hampers, bath scales and 
other bulky items are displayed on 
a platform below. 

Three price lines are carried on 
shower curtains — $1.95, $2.95 
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and $3.95. Window curtains to 
match are also stocked so that a 
complete set can be made up re- 
sulting in an extra sale. 

Neon lighting tubes are in- 
stalled in the top of each fixture 
giving a striking daylight effect 
which has been a decided factor 
in attracting attention to the de- 
partment. These lights are on all 
the time, the cost of operation be- 
ing very reasonable. A_ wide 
tiiolding at the top of the fixture 
controls the light and directs it on 
the merghandise and the fixture 
background. The ivory and green 
color scheme in each section 
makes an excellent background 
for housewares items and creates 
a light, inviting atmosphere for 
the entire department. 

Fixtures are made chiefly of 
plywood. All fixtures were con- 
structed by local workmen follow- 
ing the designs worked out by 
Mr. Schlitt and all employees of 
the store had a hand in making 
the changes. As a result, the total 
costs for the entire change were 
decidedly reasonable. 

To date the new bath shop has 
received very little promotion. 
One window display was featured 
shortly after the goods were in 
stock and one advertisement was 
used as a follow-up. In spite of 
this, sales in this new shop are 
totaling approximately $100 a 
month and are on the increase. 
The entire stock represents an in- 
vestment of about $120. At the 
present rate this line will show a 


' stock turn of about eight times for 


the year and will probably in- 
crease with added sales promo- 
tion. Margin is very satisfactory 
on the entire department. 

Other housewares are shown on 
each side of the bath shop and 
customers attracted to this display 
see housewares of possible inter- 
est no matter which way they 
turn. Mr. Schlitt says, “This jus- 
tifies our having the bath shop 
because we have never before had 
as many people circulating around 
the store. Customers formerly 
seemed to travel on the right side 
of the store, but now, with the at- 
tractive bath shop and the special 
lighting along the entire house- 
wares department on the left side, 
we find that we are getting better 
circulation throughout the entire 
store.” 
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Gilbert F. Hanse, F. R. Hanse Hardware, Babylon, 
N. Y., is one of the youngest volunteer fire department 
chiefs in the state of New York. He has been a mem- 
ber of the Phoenix Hose Co. of the Babylon Fire De- 
partment for six years and was elected second chief of 
the entire department last year. Gil's hobby is par- 
ticipation in local activities particularly the fire 
department. He also enjoys the leading “strike-out”’ 
record for the department's soft ball teams. An en- 
thusiastic member of the Babylon Lion’s Club, he is 
vice-president of that group. 
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Hunting, fishing and collecting 
unusual guns and pistols are the 
main hobbies of Sheffield Clark, Jr., 
Sheffield Clark & Co. Nashville, 
Tenn., manufacturers’ agent. Here 
he is seated in his most unusual 
den, with its fine fireplace and in- 
teresting collection of firearms 
Although his arms collection in- 
cludes 50 to 60 guns he is partic- 
ularly pleased with the Kentucky 
flintlock rifles hung over the fire- 
place. These rifles are, he says, 
“known in story books as ‘long 
rifles.’ By his side is his female 
pointer dog “Snow,” which is pretty 
widely known throughout the Central 
South. The other dog, seated on the 
hearth, is his fine setter “Joe.” 


TO SEND IN THEIR HOBBY PHOTOS. 


ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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THESE ITEMS MAKE 
FALL 
HARVESTING 


AN EASIER JOB 


























Feature Fall Harvesting 
Needs and Sporting Goods! 


TART promoting sales of fall 
S harvesting needs early so 
that customers will think of 
your store first when it comes time 
to buy. The suggested window 
display on this page should help 
interest customers in this seasonal 
merchandise and in the store as a 
source of supply for it. The color 
scheme consisting of browns and 
reds together with the actual corn 
shock background should get at- 
tention and stimulate interest. 
Table and platform displays in 
the store should be used at the 


30 


same time and should be con- 
tinued after the window. Mass 
displays suggested herewith should 
be featured and these items pro- 


moted in advertising mediums 
used by the store. Special atten- 
tion should be given to promoting 
sales of consumption items such 





Fall Harvesting Goods Display 


Merchandise: Harness, collar pads, husking pegs, canvas gloves, wrist 
supports, shoe findings, binder twine, oil cans, motor oil in 2 gal. cans, 
hay hooks, hay forks, belt lace, lanterns, gasoline lamps, scythes, snaths, 
sharpening stones, lunch kits, water jugs, vacuum bottles. 

Background: Center panel of tan corrugated board with bright red 
cut-out letters of same material. Corn shocks on each side of the panel 
in front of field fence completes the background. 

Suggested Mass Displays: For tables—canvas gloves, collar pads, lan- 
tern, lantern globes. For platforms—binder twine, motor oil. 
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as motor oils, items which are 
‘used up and on which repeat sales 
often occur. Competitive prices 
should be shown on those lines 
well known to customers and 
which seem to keynote a store as 
far as price is concerned. 

HarpwakE AGE interchangeable 
window display fixtures are used 
in both the harvesting needs and 
sporting goods windows shown on 
these pages. 

The fall sporting goods window 
shown on this page features hunt- 
ing goods and also includes popu- 
lar selling items from other lines 
of sporting goods. Showing this 





Sporting Goods Display 


Merchandise: Shotguns, rifles, shotgun shells, cartridges, gun cleaning 


rods, gun oils, solvents, gun covers, 


shell belts, footballs, head gear, 


shoes, basket balls, gym suits, boxing gloves, striking bags, hunting coats. 


hunting caps. 


Background: Dark brown center panel with target of red and yellow 
corrugated board. Side panels of light brown corrugated board with 
small figures in red and yellow. Fillers between panels, red corrugated 


board. 


Suggested Mass Displays: For tables—shotgun shells of popular-price 


grade, footballs, basket balls. 





merchandise in advance of the 
actual season will stimulate inter- 
est and lead to many advance sales 
which might otherwise be 
secured. 


The 


not 


color scheme of browns 
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and reds ties in with fall and will 
attract attention to the merchan- 
dise displayed. Special supports 
are used under the butts and bar- 
rels of the guns to show them in 
the best position and to bring out 
construction features. Mass dis- 
plays of several types of shotgun 
shells are featured in the window 
and these same items should be 
displayed prominently on_ the 
tables of the store. “T”-shaped 
stands are used to support the 
hunting coats and caps. All items 
should be plainly priced, with 
show cards used on feature goods. 
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The New York World's Fair }939 is 
now in full swing. Its appeal ranges 
from the educational to the entertain- 
ing and from business to science. 
The hardware retailer, wholesaler 
and manufacturer viewing the many 
exhibits, will find much with which 
he is familiar. The photographs on 
this and the next page provide only 
a bare idea of the treat in store for 
the World's Fair visitor. The foun- 
tain, shown at the left, nightly pro- 
vides a climactic spectacle of syn- 
chronized water jets, music, gas 
flames, and fireworks. It is set in the 
800 by 400 foot Lagoon of Nations. 





The exhibit of The Yale & Towne 
Mfg. Co., Stamford, Conn., occupies 
more than 2,000 square feet of space 
It is in the Metals Building, next to 
the Theme Center, in the heart of 
the fair grounds. This is an action 
exhibit with numerous clever me- 
chanical devices in continuous mo- 
tion, many of which may be operated 
by the visitors themselves. Demon- 
strations of Yale hand and electric 
lift trucks, chain hoists and other 
materials handling equipment, op- 
erating under full load, are presented 
in a sunken stage. These demonstra- 
tions are supplemented by voice and 
talking motion pictures. 


The Silex Co., Hartford, Conn., has 
surrounded its Silex blue, and green 
exhibit with myriad colors of a mod- 
ernistic rainbow. On an island dis- 
play in the center is a giant repro- 
duction of a Silex glass coffee maker 
approximately 20 in. wide and 40 in. 
tall. If it were possible to use this 
model it could brew 200 cups of 
coffee at one time. On the wings of 
the exhibit, classic columns in gradu- 
ated shades of blue rise to the ceil- 
ing. In each column, a circular show 
window focuses attention on a spot- 
lighted coffee maker. But not only 
do you see Silex models, you can 
samole Silex brewed coffee at a ser- 
vice bar curving along a third side 
of the exhibit. 
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i) SHE NEW YORK WORMS FAI 


In the entrance of the United States 
Steel Subsidiaries’ exhibits at the 
New York World's Fair, a huge pic- 
torial graph shows the growth of the 
use of steel since the time of George 
Washington, whose inauguration the 
Fair is commemorating. From one- 
half pound ver capita in 1789 the use 
of steel has grown to 19,000 pounds 
today or enough to make a trolley 
bus for every man, woman, and 
child in the United States. The in- 
dispensability of steel in our modern 
lives is the general theme of the 
huge mural adorning the circular 
wall around the entrance foyer. 


Another feature of the Yale ex- 
hibit is the collection of locks, com- 
bining the three foremost collections 
of historical locks in the world—those 
of the late Austrian Emperor Francis 
Joseph, Baron Rothschild, and An- 
dreas Dillinger. There are also locks 
originated by Linus Yale, Jr. One of 
the most interesting is a huge 
wooden affair placed upon the gate 
in the wall surrounding the Holy 
Sepulchre in 1099 A.D. by the only 
Crusade which ever succeeded in 
capturing Jerusalem. Four beautiful 
dioramas with realistic backgrounds 
present the locks of four main periods 
in history. We show here the Medi- 
eval and Modern. The remaining two 
show the Egyptian and Roman 





One of the points of interest in the 
Gas Industries Building is the Talk- 
ing Magic Chef Range at the exhibit 
of the American Stove Co., Cleve- 
land, Ohio. Chief “eye-opener” is a 
huge Red Wheel, 8 ft. in diameter, 
imulating the Magic Chef Red Wheel 
oven heat regulator. This wheel 
opens like a camera shutter, reveal- 
ing a. brilliantly illuminated gas 
range set on a circular stage. At the 
sound of a trumpet call, the range 
begins to tell its own story. As it 
describes its own features, they 
silently go into action without the 
touch of a human hand. The com- 
plete action requires only four min- 
utes. Twelve other Magic Chef 
models are on display. 
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Here is a section 
of the department 
devoted to various 
types of novelties 
and gift items. 


Sales 72 Women 


lucreased 


100 Per Cent 


in lwo Years 


Increasing sales of gift items are 
largely responsible for growth of 
cash sales and reduction in credit 
business for the Service Hardware 


Company of Sylcauga, Ala. 


100 per cent increase in his 
A sales to women within two 

years’ time is reported by 
Herman G. Arnold, president of 
the Service Hardware Company 
of Sylcauga, Ala. His business 
has sharply slanted toward the 
feminine customer. 

Two considerations in the back 
of Mr. Arnold’s head led him to 
shove man in the background for 
the time and go after the business 
of the woman, who has become 
the great American purchasing 
agent. They were: 

1. He wanted to get more cash 
business and he has, as his credit 
sales have dropped from 80 to 
50 per cent. He still expects to 
cut them down to 25 per cent. 

2. Mr. Arnold desired to cash 
in on the growing gift business, 
as women are buying today for a 
multiplicity of occasions such as 
showers for brides-to-be, weddings, 
bridge prizes, birthday gifts, 
Mother’s Day and so on. When 
they can’t think of somebody else 
to buy for, they buy for themselves 
and for their homes and children. 

Mr. Arnold realized that if he 
could do more cash business he 
could turn over his assets faster 
and make more profits. There is 
a lot of 30-day business in his 
town (which has two or three pre- 
dominating industries) and a lot 
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of this 30-day business runs into 
90 days and longer. He noted that 
the variety stores and the mail 
order houses were selling for cash. 
so he decided to try it, adding the 
“impulse” type of merchandise 


which sells most readily. 

Signs in the store carry this 
motto: “Our low price, our cash 
price. Payecash, pay less.” Mr. 
Arnold is not on a strictly cash 
basis, but he is encouraging cus- 
tomers to pay cash in every way 
he can. 

The Arnold 
woman’s side which is just as 
colorful as any to be found in a 
first-class department store. A 
young lady is in charge and she 
has laid out her stock to appeal to 
the shopper who wants something 
better than the variety store offers 
and doesn’t want to pay the jew- 
elry store price. In a city of this 
size, where there are no large de- 
partment stores, this concern prac- 
tically has no competition in the 
line of novelties, gift items, en- 
amelware, aluminum ware, glass- 
ware and toys that it carries. 

Some of the best-selling items 
in this department now are china 
sets, revolving refrigerator trays 
and dishes, hostess trays, relish 
dishes, salad sets and a line of 
colorful novelties too numerous to 
mention. Where the customer 


store now has a 
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doesn’t wish to pay as much as 
these items run, she can turn right 
around to the variety store coun- 
ters, where she can find just about 
as good assortment of items as the 
5 and 10-cent store offers. But most 
money is being made on the novel- 
ties and higher-priced kitchen 
items which are bought extensive- 
ly for gifts. 

“We feel that to date we have 
accomplished one great objective. 


Although the store 
caters largely to 
women, this picture 
proves the men are 
not forgotten. 





ARE MADE ‘TO WOMEN 


A corner of the department showing china, enamel and aluminum ware. 
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that of simply drawing women 
into our store to look,” explained 
Mr. Arnold. “They go shopping 
for gifts, not knowing what they 
want until they see them. Former- 
ly they passed us up and went on 
to the variety store, the drug store 
or goodness knows where. But 
now they pay us a visit, and we 
must have what they want because 
in most cases they buy something. 


Buy Masculine Items 


“While picking up the little 
whatnots for the home, women 
interest themselves in the other 
merchandise that we carry, more 
than 7000 different items accord- 
ing to our latest inventory sheets. 
For instance, we have electric re- 
frigerators displayed near the 
front door, also light fixtures, 


bathroom supplies and other regu- 
lar lines of merchandise. We find 
that the women today are buying 
more masculine hardware, such as 
lawn mowers, paint, garden tools 
and even workshop tools for their 
boys. 

“Our first object has been to 
get the women into the store, 
knowing full well that they would 
then find things to buy. To that 
end we keep two of our three 
show windows trimmed to appeal 
to the feminine shopper, one usu- 
ally showing art and gift objects, 
and the other kitchen ware. 

“Our interior displays are 
made just as colorful as possible 
—in fact, color is the ‘buy-word’ 
today. The shelving backgrounds 
on our woman’s side are painted 
a sky blue and are brilliantly 
illuminated with fluorescent light- 





ing which makes the merchandise 
to stand out in bold relief. 


Occasions Stressed 


“We are determined in the fu- 
ture to slant our business more 
toward the season and the occa- 
sion. At Christmas time we pro- 
pose to have a regular Santa Claus 
exhibition; on the Fourth of July 
we will sell items like ice cream 
freezers galore (we sold over a 
dozen last Fourth); on Father’s 
Day we will sell (to women) fish- 
ing tackle and guns and hunting 
jackets for ‘Dad.’ The time has 
come when the hardware dealer 
cannot pursue the even tenor of 
his way, season in and season out. 
We propose to get excited about 
each occasion, just like the public, 
and, as a result, cash in on their 
buying.” 


Debunks Misleading Advertising Claims 


RKED by the 


often misleading advertising 


extravagant and 
claims of some competitors, Edw. 
F. Parriott, president and general 
manager, Livingston Hardware Co., 
Livingston, Mont., recently published 
this advertisement which has 
veloped considerable favorable com- 
ment from 
merchants. Its chief purpose is. to 
debunk “phoney”, over-played ad- 
vertising descriptions of goods which 
do not convey the accurate informa- 
tion that buyers deserve. Taking 
a thoroughly staple item, a bar 
of blacksmith’s Mr. Parriott 
mimics “high-pressure” advertising 
copy in one part of his ad and then 
below tells the proper straightfor- 
ward story about this bar of iron. 
Explaining his indignation at over- 
statements in current local advertis- 
ing, this dealer comments: “In the 
35 years I have been associated with 
the promotion and sale of merchan- 
dise that can be readily advertised, 
I cannot recall a time when there 
were more mis-statements, mislead- 
ing information, over-claims and 
downright dishonesty than in certain 
present-day advertising.” 
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P. W. Moore, sales manager for Stratton & Terstegge Co., 
Inc., addresses the school of which he is the founder. 





Clearing House for Sales Ideas” 


It’s a school that has turned 16 
clerks and warehouse employees 
into salesmen for the Stratton &° 
Terstegge Co. Inc. Louisville, Ky. 


\ 71TH 16 men—all former 
clerks and warehouse em- 
ployees — now holding 
down responsible territories, P. W. 
Moore, sales manager for the 
Stratton & Terstegge Co., Inc., 
Louisville, Ky., wholesale hard- 
ware firm, is convinced that his 
particular company school for de- 
veloping salesmen has been both 
practical and profitable. 

This school, now in its fifth 
year, has brought the solution to 
a problem that had been costing 
the company considerable money 
over a period of years—how to 
find good salesmen and keep them 
on the job. 


“Under our old system,” Mr. 
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Moore said, “we had to hire ten 
to fifteen men, usually by appli- 
cation, in order to get one or two 
to stick. The rest would become 
a dead loss to the company within 
a few weeks or months.” 

As a result of this situation, Mr. 
Moore put into practice an idea 
that had been working in his mind 
for some time—the establishment 
of a training school within the 
ranks of the company. employees 
regardless of station—a_ school 
promising advancement as a re- 
ward for the faithful. 

The school, however, was not 
permitted to be called a school. 
As Mr. Moore explained it, the 


word “school” embodies too much 











P. W. MOORE 


of an obligation. Since this was 
going to be a strictly “help your- 
self to success” plan, he did not 
want it to appear as something re- 
quired by the company, but rather 
a stepping stone any employee 
could use if he so desired. 

So, instead of being known as a 
school, it was called the “Clearing 
House for Sales Ideas.” Later this 
was shortened to merely C.H.S.I. 

The employees were urged to 
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take the initiative from the start. 
The management made no an- 
nouncement of the plan, but relied 
on well-planted suggestions to 
bring out the interest. 

It wasn’t long, Mr. Moore said. 
until the employees began show- 
ing interest, and as soon as some 
of them approached the manage- 
ment, a notice went up on the bul- 
letin board to the effect that the 
management would be agreeable 
to the organization of such a 
group. 

Thus the seed was sown not by 
the management, but by the em- 
ployees themselves. 

Thirty-five attended the first 
session, elected officers and _ set 
dates for weekly meetings. The 
first few months the group stuck 
pretty close to a textbook on well- 
grounded methods of selling. This 
book, “Practical Salesmanship.” 
consisted of a series of lectures, 
which members of the class de- 
livered. 

To supplement the textbook, a 
circulating library of other vol- 
umes on salesmanship was main- 
tained for home study. Each class 
member was permitted to keep 
each book one week until he had 
digested all of them. 

Public speaking was a big item 
on the program. Some members 
of the group were backward in the 
beginning, but gradually over- 
came it by sheer effort to not be 
outdone by fellow classmen. The 
poorer speakers were assigned to 
appear before the group more 
often. As they overcame their 
first stage of shyness, other ob- 
stacles were placed in their way to 
promote further development. For 
instance, the class would be in- 
structed to heckle some particular 
member during his talk. In this 
way. every member of the group 
finally learned to make himself 
heard above the others and to 
stand on his own. 

Debates on matters of company 
interest also played an important 
part in the rounding-out program. 
Following the debates, open 
forums were held on the topic, 
with every member of the group 
taking part. 

“The most important feature of 
the C.H.S.1.. or any company 
school is the program,” Mr. Moore 
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said. “Such has to be varied. 
interesting and instructive. 

“After reading the minutes of 
our preceding session, and hitting 
the highlights of it briefly, we 
probably will start off with a de- 
bate, follow with an open forum, 
have a sales demonstration on one 
of our major lines and follow this 
up with a talk by an executive of 
the concern. 

“We sometimes have guest 





speakers—a sales manager, or per- 
haps president of some source of 
our supply. We have motion pic- 
tures frequently. We have a 
recreational period also. We have 
found that 50 minutes is about 
long enough for study. Then we 
find it necessary to have a little 
recreation. 

“The fact that we have had al- 
most full attendance at all sessions 

(Continued on page 83) 





A HARDWARE STORE FRONT COVER 














The New Yorker and Ilonka Karasz translate a summer colony 
scene for the readers of that publication. In her colorful cover 
illustration for the May 6 issue of The New Yorker, Miss 
Karasz’s brush vividly portrays a hardware store on a busy 
Saturday afternoon. Her illustration was really drawn from 
life. It is the H. E. Meeker hardware, Danbury, Conn. 
This is not the first time the Meeker hardware has received 
public attention. Readers of HARDWARE AGE will recall a 
story published in 1934 about T. J. Neary, a salesman in the 
store. Mr. Neary is “Scattergood Bains” about whom Clarence 
Buddington Keliand wrote his stories which appeared in the 
American Magazine. 
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Joint Bank Accounts 





and the Future 


By ALBERT WOODRUFF GRAY 


to me I want to be sure 

my family are taken care 
of.” This is the thought of every 
business and professional man 
with a wife and children depen- 
dent upon him; some arrange- 
ment or plan to provide for their 
wants when he is not there to 
do so. 

Probate proceedings and_ the 
administration of estates invari- 
ably mean postponements and de- 
lays. During those delays his 
family must eat and live. A sim- 
ple plan is needed that will secure 
money for, them immediately 
upon his death. 

Setting aside a sufficient amount 
in cash more often than not in- 
conveniently reduces needed work- 
ing capital. Instructions in a will 
that an executor pay over imme- 
diately a specified sum is no solu- 
tion. The will must first be pro- 
bated and the executor qualify. 
while in the meantime his wife 
and children depend on either 
friends or charity. 

A power of attorney to his wife 
will not avail. While the hus- 
band lives the wife may draw on 
his bank account. At his death 
the power of attorney becomes 
void. He needs some method that 
will survive his death and be 
available to his widow for the 
support of herself and the chil- 
dren, free from court delays and 
restrictions. 

In a joint tenancy two people 
own property together. At the 
death of one the entire property 
belongs to the survivor. This plan 


'. anything should happen 
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Every man wants his family to be 
provided for immediately after 


his death. This article outlines 


a method that makes 1t possible 


seems, at first, a solution, espe- 
cially when it is applied to bank 
accounts. 

An Eighteenth Century poet 
wrote, “A little knowledge is a 
dangerous thing.” What appears 
at first glance a simple and sat- 
isfactory solution of the puzzle. 
on closer consideration proves 
worthless. The confidence of the 
men who consider a joint bank 
account a_ sanctuary for their 
wives and children would have 
been justified in the days of our 
forefathers. That justification has 
gone. 


Double Ownership 


Money in a joint bank account 
belongs to both depositors. At 
the death of one the lien of the 
inheritance tax attaches to the de- 
posit. Before the money can be 
withdrawn that tax must be paid 
or secured. 

The same difficulty occurs when 
a safe deposit box is owned by 
both husband and wife or when 
securities are in the name of both. 
The ownership is in one as much 
as it is in the other. They are 
joint owners. Each owns an un- 
divided half interest. The hus- 
band’s share, at his death. is a 
part of his estate. From this 
estate the government. collects its 
inheritance tax. The ‘survivor 
must endure the same delay that 
arises in the payment of a legacy. 

Then, too, the interest of the 
deceased in jointly owned prop- 
erty is subject to any claims his 
creditors have or may think they 


have. So. on two counts. an ar- 


rangement that might be expected 
to offer immediate security to his 
widow. fails to function, 

The highest court of New York 
State has outlined the means of 
obtaining the result that joint 
ownership fails to secure. “It is 
generally settled by authority that 
a trust of personal property may 
be effectually framed in which 
the author of the trust is himself 
trustee.” 

The principle is sound and has 
stood the test of years. In 1887 
the Supreme Gourt of the United 
States recognized the right of a 
man to make himself trustee for 
the benefit of his family. In 1853 
one William C. Riddle, individ- 
ually, transferred to William C. 
Riddle, as trustee for the benefit 
of his wife, 1500 acres of land 
in the State of Georgia. The 
highest’ court in this country up- 
held the transaction and the law 
set forth then is the law today. 

“Wouldst thou both eat thy 
cake and have ,it wrote 
George Herbert, 200 years ago. 
No man can give property to his 
wife and family and still own the 
property. He may transfer it and 
retain the management and con- 
trol but the money and securities 
must belong to someone. The 
pivotal point is the ownership of 
the property. In a big majority 
of instances the man who attempts 
to provide for his family by the 
method of a joint bank account 
fails to realize that the money or 
property put aside is still his 
property and within his control. 


9 
too, 


(Continued on page 92) 
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ew SHOP” ARRANGEMENT] f 


New plan increased customer circulation, 
showed more merchandise, permitted better 
displays and increased sales per custom- 


er 12 per cent for Brooklyn, N. Y., firm. 


N increase of approximately 
A 12 per cent in unit sales 
per customer resulted when 

the basement housewares depart- 
ment of R. J. Atkinson, Inc., 
Brooklyn, N. Y., was divided into 
small individual “shops.” These 
changes permitted more merchan- 
dise to be shown and allowed cus- 
tomers to circulate more freely 
throughout the entire department. 
This increase in unit sales was 
the one most outstanding result 
attributed to the changes. It is 
most impressive when one con- 
siders that promotional efforts this 
year are less than they were for 
1938. Commenting on this Rus- 
sell A. Atkinson, member of the 
firm, says, “Sales in the house- 
wares department last year were 
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exceptionally good due to the in- 
tensive promotion program. This 
year, with a more moderate adver- 
tising program, sales volume is 
being maintained. In our opinion 
the improved layout and display 
are responsible for this showing. 
We are convinced that the right 
arrangement and proper display 
of merchandise do stimulate cus- 
tomers to buy more goods.” 
Arranging major lines in small 


A colorful oilcloth shop and 
a cutting table attract patrons 
to the basement’s left side. 


The bath shop emphasizes shower 
curtains and samples accessories 
on the wall and division panels. 
Surplus stock is below ledges. 


“shop” sections made it possible 
to secure wider aisles and a more 
convenient floor arrangement. This 
permits better circulation and the 
installation of more display fix- 
tures. Additional merchandise is 
shown and displayed to better ad- 
vantage with these improved fa- 
cilities. 

Customers seem to feel that the 


















entire basement is larger and that 
many new lines have been added 
because of the changes. Actually 
some stock is shown to better ad- 
vantage while other lines are now 
displayed that could not be shown 
before. Not a day passes but some 
customer remarks, “I never knew 
you carried this merchandise be- 
fore.” 
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The drapery shop at the 
stairway catches the 
patron’s attention 


Women spend more time in the 
individual “shops” and this alone 
has increased sales opportunities. 
They do not have to stand in traf- 
fic aisles when looking at mer- 
chandise. This eliminates any pos- 
sibility of customers feeling that 
they are in the way, a condition 
that occurs frequently in crowded 
or narrow aisles. Because “shops” 
hold the interest and show com- 
plete assortments, women custo- 
mers do not object when sales 
people leave momentarily to speak 
to other customers during rush 
periods. 

Mr. Atkinson says, “The new 
arrangement also creates a better 
impression of the entire basement 
placing it in the class of the better 
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type store. This is most important 
in a basement department where 
the store caters to customers in the 
district who would normally make 
purchases in larger downtown 
stores half an hour away.” 






UILDS BUSINESS for 
_ J. Atkinson, Inc. 









Oven glassware is featured in 
this section at the left. Major 
appliances are shown in front. 


Customers move about with 
more freedom in the wide traffic 
aisles and get to all parts of the 
basement, something that never 
occurred before in the old ar- 


rangement. With narrow aisles, 





Small individual “shops” arranged along the side wall show 
more merchandise and allow patrons to shop uninterrupted. 



























Customers face the gadget shop at the right of the basement 
entrance and this colorful department is a magnet for them. 


they seemed to prefer to wait near * 


the wrapping counter while the 
sales persons did most of the cir- 
culating. 

Employees have a new interest 
in this department. They are 
proud of the attractive arrange- 
ment and like to tell customers 
about it. Consequently, individual 
displays are improved and the en- 
tire basement has a more profes- 


sional look, according to. Mr. 


Atkinson. Customers notice this 
and are more interested in the 
changes. 

Considerable thought was given 
to the location and display of in- 
dividual lines in the basement. 
Commenting on this Mr. Atkinson 
says, “The most profitable lines 
and those not common in_ the 
neighborhood are located in the 
most productive parts of the base- 
ment. We consider the section in 
the immediate vicinity of the stair- 
way, which is located in the cen- 
ter of the basement, as the most 
important traffic point. The wrap- 


ping counter is also located at the 
foot of this stairway.” 

Items such as drapery hardware, 
kitchen gadgets, gift goods, and 
bath shop goods are located near 


the high traffic center. Goods 
classified by Mr. Atkinson as “call 
for items” are displayed on both 
sides of these departments. These 
include aluminum ware, enamel- 
ware, japanned ware, and gal- 
vanized ware, also brushes, pol- 
ishes, and other specialties. The 
colorful oilcloth display is located 
near the model kitchen to get cus- 
tomer attention and pull people to 
this spot. Special flood lighting 
on the merchandise also brings 
customers to this part of the store 
and in contact with the major ap- 
pliances shown nearby. 

Major appliances are displayed 
prominently near the foot of the 
stairs and occupy some of the re- 
leased space secured through the 
new arrangement. Seasonal items 
in this line are also shown in the 
open space in front of the “shops” 
along the traffic aisles. Only the 





Gifts for all occasions are displayed in this department. 
Vacuum cleaners are displayed on a platform up in front. 





The japanned shop shows a full line of related merchandise. 
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smaller units with low backs such 
as ironers, washers, and ranges are 
shown here so as not to interfere 
with the displays of merchandise 
or impede customers’ circulation 
in the “shops.” 

Atkinson’s policy is to carry the 
better grade merchandise through- 
out the housewares department. 
Sales on this run into greater vol- 
ume and are more _ profitable. 
Their customers want better mer- 
chandise in most cases and stock is 
selected with this in mind. Some 
price lines are carried but are used 


(Continued on page 88) 
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WILLIAM H. MATTHAL, 
president of the Homeland 
Manufacturing Company and 
of the Beaver Dam Marble 
Company, Baltimore, Md., is 
83 years of age and celebrated 
his birthday on July 26. Born 


in 1856, Mr. Matthai first 
“became identified with the 
hardware business in 1875 


when he joined the firm of 
Matthai, Ingram & Co. which 
had been formed the previous 
year. He progressed from posi- 
tion to position with the firm 
until he became general man- 
ager, in which capacity he 
served until 1899 when the 
National Enameling & Stamp- 
ing Company was formed. This was the evolution period 
from kitchen utensils of tin, japanned and galvanized 
wares, which had formerly been made by hand in small 
shops, to machine-processed articles such as are now 
made in large manufacturing plants. The National 
Enameling & Stamping Company was a consolidation of 
five independent manufacturers which afterwards took 
in other firms until it was the largest manufacturer of its 
line in the country. From the inception of this company 
until his retirement in 1928, Mr. Matthai was general 
manager of the Baltimore plant as well as secretary of 
the company. During that period, and for several years 
thereafter, he was a member of its board of directors. 
Since his retirement he has taken an active interest in 
the company and in the hardware field generally. He is 
a past president of the American Hardware Manufactur- 
ers’ Association and a past president of the Baltimore 
Association of Commerce. He is one of the two living 
incorporators of the United States Fidelity & Guaranty 
Company and is still a director of that company. He is 
also a director of the Savings Bank of Baltimore. the 
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oldest savings bank in that city and one of the oldest in 
the country. He has also served as director of a number 
of other banks and organizations, such as the Baltimore 
& Ohio Railroad Company and the Baltimore branch of 
the Federal Reserve Bank. His principal hobby is his 
country place, known as “Lexington,” named from the 
tact that the original residence was being built at the time 
of the Battle of Lexington. 


HOWARD H. BEN- 
NETT, senior member of the 
firm of H. H. Bennett, Easton, 
Pa., is 69 years of age and 
readily qualifies as a veteran 
hardware man with a record 
of 56 years of continuous and 
active service in the business. 
Born July 19, 1870, Mr. Ben- 
nett entered the hardware 
store conducted by his uncle, 
Edward I. Hunt, as a clerk 
at the age of 13 years. Less 
than 20 years later he suc- 
ceeded his uncle as proprietor 
of the business. He conducted 
it successfully as sole owner 
until 1938, when he admitted 
his eldest son, John D. Bennett, 
as junior partner. The firm has enjoyed an ever-increas- 
ing patronage and enviable reputation as a distributor of 
high grade tools, mill supplies, builders’ hardware and 
other lines. Despite a strenuous business career, Mr. 
Bennett has also been active in civic and fraternal 
organizations. He has served as superintendent of Christ 
Lutheran Sunday School for more than 35 years and as 
treasurer and financial secretary of the same church for 
a similar period. He is a trustee of Lehicton Lodge No 
244, 1.0.0.F., as well as a Past Noble Grand and Past 
Chief Patriarch. For his recreational hobbies, Mr. Ben- 
nett has sought the companionship of his family and, as 
a father of three sons, finds keen enjoyment and satisfy- 
ing relaxation in the company of an enlarging family 
circle which now includes three daughters-in-law and six 
grandchildren. Notwithstanding his years, Mr. Bennett 
enjoys excellent health and still maintains a full work- 
day schedule of hours in active service in his retail store. 
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ADVANCES 


Lawn Seed. 
Sheet Lead. Lead Pipe. 


Litharge. 


Dry Red Lead. 


Sheet Copper and allied items. 
Copper Wire, magnet wire, weatherproof wires. 
Slab Zinc. Soldering Coppers. 
Leg and Base bath tubs. 
Galvanized tubs and pails. 
Household brooms and whisk brooms. 
Brass cup hooks. 
Lace leather and hides. 
Some low priced velocipedes. 


DECLINES 


Pipeless and pipe furnaces. 
Copper pipe. Brass pipe. 


ADVANCES EXPECTED 


Heavy tools, picks, sledges, and wedges. 
Paint brushes. 


Lawn Seed—Quotations have 
risen sharply on recent transactions 
of blue grass seed, and clover seed. A 
shortage in the yield this season, in 
both lines, and the poorer quality of 
the clover seed available, have made 
a “scarce” and strong market. 

* # # 

Lead and Lead Products— 
The second recent mark-up in whole- 
sale prices of pig lead came on Au- 
gust 3, when a 10 cent rise brought 
the market, f.o.b. St. Louis, to $4.90 
per 100 lbs., compared with the 
April-June level of $4.60. A year 
ago, lead was at $4.75. 

Due to the August advance in pig 
lead, there was an increase August 
3 in the prices of sheet lead and 
pipe of $1.00 per ton. Similar re- 
visions in prices for traps and bends, 
etc., are expected. Leading makers 
of lead oxides raised their prices on 
litharge, dry red lead, and similar 
products, 14 cent per pound. 

* * * 


Wheel Goods, Toys, Etc.— 
Early toy sales are much ahead of 
last year, and many hardware stores 
will initiate or enlarge their toy and 
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gift departments this fall. At a re- 
cent “market” showing of gift wares 
at the Chicago Merchandise Mart, 
sales of gifts, china, pottery, and 
glassware averaged 26 per cent 
above last year’s total, and made the 
market the most active since the 
building was erected. ’ 

Wholesalers have received some 
new change sheets on velocipedes, 
with models improved, but with few 
price alterations. Where changed, 
the trend is slightly upward—rang- 
ing to about 5 per cent on some low- 
priced numbers. 

Advance sales of skis are consider- 
ably larger than last year, indicating 
the growing interest in winter sports. 

* 8 # 


The Position of Copper— 
Large recent demand for copper, 
from general industry and for arma- 
ments, has reduced domestic and 
world reserve stocks, and has added 
considerable price strength. Though 
the world production “quota” has 
been raised above par, the effect in 
new output will not be felt fully for 
a few months. Early this month the 
Eastern wholesale price of 10% 


cents became firmly established—!4 
cent above the spring and early sum- 
mer level. 

Following the August 3 advance 
in ingot copper, some mills raised 
their base prices another 1% cent per 
pound on bare, magnet wire and 
weatherproof wires. A similar ad- 
vance was made on sheet copper and 
allied items—with increases since 
May 8th now totaling 4% cent per 


pound. 
* * * 


Zinc Prices Rising—On Au- 
gust 7, slab zinc was advanced 15 
points to a wholesale basis of 4.75 
cents per pound, East St. Louis, the 
second price lift in a little more than 
a week and the highest level reached 
thus far in the year. The new quo- 
tation compared with a 1938 high of 
5.05 cents last October. Sheet zinc 
prices, unchanged for sixteen 
months, have not been advanced with 
the latest move. as earlier declines, 
too, had been disregarded. 


* # 


Soldering Coppers — Base 
prices on soldering coppers have been 
advanced to 18%4 cents. 

* * * 


Plumbing and Heating—On 
August 1, an advance of about 6 
per cent was made, affecting leg and 
base bath tubs. Prices on other 
plumbing enamelware items are 
stronger, and steady, and good sales 
gains on all major items are result- 
ing from present residential build- 
ing activity. 

There is a growing demand for me- 
chanical coal stokers for residence and 
store heating. Sales of Iron Fireman 
Manufacturing Co. during July were 
the largest in the company’s history, 
showing a gain of 14.4 per cent over 
the like month of 1938, the previous 
record. The Bureau of the Census 
reports that sales of mechanical 
stokers in June by all makers 
amounted to 7,866 units, as com- 
pared with 5,238 units for May, and 
6,088 for June, 1938. 

Air conditioning equipment is 
playing an increasingly important 
part in the business of heating engi- 
neers, with sales so far this year 
about 50 per cent ahead of 1938. 
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Galvanized Ware—Prices on 
galvanized tubs and pails, which 
have gradually been _ steadying; 
showed a 5 per cent increase in quo- 
tations about August 9. A better 
demand, the firmer tone of steel 
prices, and the recent strengthening 
spelter market, are encouraging all 
galvanized ware makers toward more 
profitable operations. 

*  *& 

Household Brooms and Whisk 
Brooms—Price advances ranging up- 
ward from approximately 25 cents 
per doz. on household brooms, and 
$2.00 per gross on whisk brooms are 
announced by some of the leading 
manufacturers for the New York 
area due to the stiff advance in 
prices of broom corn. Additional in- 
creases in price are held likely be- 
cause of crop shortage and lack of 
carryover stock. 

* * * 

Shelf Hardware—Cabinet and 
builders’ hardware sales are very ac- 
tive, with an exceptional, volume 
coming from the south. Effective Au- 
gust 15, a 5 per cent advance was 
announced on brass cup hooks. 

*& * * 

Soil Pipe—Most of the south- 
ern foundries continue to quote cast 
iron soil pipe at 6714 base Birming- 
ham, on 2 in. to 6 in. extra heavy. 
Market is well grounded and it ap- 
pears likely prices will hold for some 


time to come. 
* * * 


Lace Leather and Hides— 
American Lace Leather Co., Rich- 
mond, Va., has put through a 10 
per cent general advance effective 
immediately on full line of lace 
leathers and hides. 


* * * 
Tool Lines — Few price 
changes are reported on_ tools, 


though makers of heavy tools—picks, 
sledges and wedges—are endeavor- 
ing to recover from a very competi- 
tive market. Manufacturers of 
machine tools and. factory equipment 
are rushed, with an improving do- 
mestic demand, and some very large 
export orders. 
* & & 

Paint Brushes—Prices may be 

affected by firmer bristle market no-w 
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reported, and jobbers are recom- 
mending prompt spring coverage by 
their customers. 

* * * 


Bolts—Carriage and machine 
bolts and nuts are becoming well 
established at the new and higher 
August-September price level, with 
jobbers’ prices on small bolts, to the 
trade, now averaging about 70 per 
cent. 

* *& 

Electrical Goods — With no 
important changes in prices, the 
usual crop of new patterns and de- 
signs in household accessories have 
come along, preparatory to the fall 
and Christmas demand. In wiring 
and general accessories recent mod- 
erate advances are holding. 


* * * 


Lawn Mowers — 1940 — Job- 
bers find many refinements in styling 
in next season’s offerings, but few 
price changes except as caused by 
variations in model or quality. 
Added streamline offerings, and an 
increased number of rubber-tired 
mowers in the medium-priced and 
better lines are notable. 


* * * 


Copper and Brass Pipe— 
American Brass Company on August 
9 issued a revised price list on 
copper and brass pipe and copper 
water tubing, the net effect of which 
was to slightly reduce the net price. 
Up to this month, the list prices per 
foot on these products were variable 
and the discounts stabilized. Effec- 
tive as of August 8 list prices have 
been raised slightly and made per- 
manent, while the discounts from list 
were increased and made variable, 
resulting in slightly reduced net 


prices. 
* * # 


Furnaces, Pipeless and Pipe 
—The Union Manufacturing Co. is- 
sued new Trade Net Price list show- 
ing price declines effective August 
15, 1939. 


* * * 


Scythes and Snathes—F or the 
current season, demand for grain 
scythes, snathes and weed scythes 


continues strong, though sales are 
about over for grass tools. 
* * * 

Shovels, Scoops, Etc.—Shovel 
makers have kept busy, with a large 
demand from the widespread govern- 
ment and local projects. Added vol- 
ume is coming from the grain and 
elevator areas, where the good on- 
coming crops of grain have aug- 
mented jobber buying during recent 
weeks. 

Paints and Varnishes — The 
U. S. Commerce Department reports 
a substantial increase in the sales of 
paint, varnish, lacquer and _ fillers 
during the first half of 1939, when 
sales totaled $197,812,000, against 
$180,966,000 for the same period of 
1938. Reports from 680 establish- 
ments show sales during June 
totaled $38,500,000, against $33,- 
937,000 for June, 1938. Sales of the 
Glidden Company in June amounted 
to $4,056,773, and gained 11.8 per 
cent over a year ago. The company’s 
June profits were better than for any 
June since 1936. 

Electric Refrigerators—Less 
than the usual midsummer recession 
in demand has been experienced this 
year. June sales were nearly equal 
to May, and exceeded any June rec- 
ord for the past several years. The 
six months’ sales also were high, 
nearly equaling 1937, the top of re- 
cent seasons. The comeback advertis- 
ing campaign for modernized ice 
refrigerators is havipg a marked ef- 
fect in bettering sales, and gas re- 
frigerator sales were raised 33 per 
cent during the first half of 1939, 
also by a concerted advertising cam- 
paign. 

Barn and Poultry Equipment 
—Farm income this season has been 
better sustained in the returns from 
livestock. dairying and poultry rais- 
ing. than from crops. Income from 
crops in the first half of this year 
was 6 per cent smaller and from 
livestock and livestock products 2 
per cent smaller than in 1938. This 
should, and will, foster a greater in- 
terest in all sections in the latter 
phases of farm activity. and will help 
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the hardware store’s volume in poul- 
try and dairy supplies; and in mod- 
ern barn equipment. Incidentally, 
the cattle slaughter last month was 
the smallest for July in four years, 
promising a continuance of strong 
prices for hides, leather, and manu- 
factures of leather. Some easing for 
next season may be seen, however. 
as the Agriculture Department re- 
ported that the number of cattle on 
feed for market in the corn belt 
states August 1 was 16 per cent 
larger than a year ago. 

* * * 

Electrical Goods Sales—Vol- 
ume of electrical goods is very satis- 
factory. The Department of Com- 
merce reported sales of electrical 
goods wholesalers during the first 
half of 1939 gained 16 per cent over 
the like 1938 period. Sales during 


each of these six months exceeded 
the corresponding sales of last year, 
and in June increased very sharply. 
June sales exceeded last year by 30 
per cent and were more than 3 per 
cent above sales in May. 
* * # 
Agricultural Supplies - 

Makers of farm tools and supplies 
are figuring their 1940 programs, 
with steel goods prices likely to be 
announced about September 1. No 
considerable variation is expected 
from the past season’s market. 

Manufacturers are watching inter- 
estedly the prices for farm products, 
and a disturbing feature of recent 
weeks has been the weakness of the 
principal foodstuffs, corn breaking 
to below 40-cents at Chicago for the 
first time since 1933. Wheat dropped 
to new seasonal lows in Chicago and 





hog prices were weak, on prospects 
for a substantial increase in slaugh- 
ter this fall. The Agricultural De- 
partment reported that farmers had 
a cash income of $2,967,000,000 from 
the sale of farm products during the 
first half of 1939—4 per cent smaller 
than in the corresponding period of 
last year. 

In estimating farm income for the 
rest of 1939, low prices on grain are 
not the sole consideration. Prices of 
both cotton and wool, which are im- 
portant products, have held up. 
Moreover, allowance must be made 
for government payments and loan 
privileges. Even on grains, there- 
fore, present prices do not accur- 
ately reflect what the farmer may 
realize on his crop, which will be 
much more than the markets indi- 
cate. 


The Hardware Gage Blackboard 


Of Wholesale Hardware Sales and Collections on Accounts Receivable 
By Geographic Regions, Zor May, 1939 





‘COMPILED BY THE U. 8S. DEPARTMENT OF COMMERCE. 


IN COOPERATION WITH THE NATIONAL ASSOCIATION OF 


CREDIT MEN) 


Firms 

Re- May 1939 
porting percentage 
Sales change from 


May | April 
1938 | 1939 


| 
NEW ENGLAND | +9821 +23.3 | 


MIDDLE ATLANTIC ‘ +165.7 


EAST NORTH CENTRAL 77 +19. +19.3 
| + 7.6 


| WEST NORTH CENTRAL | 


SOUTH ATLANTIC | : +14.7 | 
| EAST SOUTH CENTRAL . L 6.0 | 
| WEST SOUTH CENTRAL + 88) + 1.4] 


| 


| MOUNTAIN + 9.1 


PACIFIC +14.8 + 8.9 


UNITED STATES, TOTAL +17. +12.0 


‘States comprising regions: 
New England (Conn., Maine, Mass., N. H., R. L., Vt.) 
Middle Atlantic (N. J., N. Y., Pa.) 
East North Central (lIll., Ind., Mich., Ohio, Wis.) 
West North Central (lowa, Kan., Minn., Mo., Neb., N. D., 
8. D.) 


Sales Reported 


‘see 


Percent** of collections 
: during month to 
Firms | accounts receivable at 
| Re- beginning of the month 
Thousands of Dollars porting | 
| Collec- 
tions ee 


May | May April WEN May | April 


1939 1938 | 1939 | 1939 | 1938 | 1939 


1,105| 862| s896| $65 | | | 
"6,615 | 4,711 | 4,765 | 1 

‘| ees | 612| 72 | 
4,265 | 4,697 | | 87 


2,480 2,619 


8,128 


RE ORE EEer te Sey eae ween TF 


4,947 


3,004 


2,796 2,422 2,664 


2,758 2,636 2,721 


1,175 a) 1,077 


5,391 4,695 4,949 


34,819 | 29,754 | $1,100 452 





South Atlantic (Del., D. C., Fla., Ga., Md., N. C., 8. C., Va. 
W. Va.) 


East South Central (Ala., Ky., Miss., Tenn.) 
West South Central (Ark., La., Okla., Texas) 
ee (Ariz., Colo., Idaho, Mont., Nev., N. M., Utah, 
yo.) 
Pacific (Calif., Ore., Wash.) 


**These figures should not be related to sales figures for current month. They represent only ratio of collections during that month 


to accounts receivable at beginning of month. 
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SALES OF 2,024 INDEPENDENT HARDWARE DEALERS IN UNITED STATES 
June, 1939 








Sales Reported 








; Number Percentage Change Dollars 
States by Regions of Firms June, 1939, from June, June, May, 
Reporting June, 1938 May, 1939 1939 1938 1939 
PR INS 655-6 0553, Soc Folds edo sae mae 67 +12.5 — 5.5 628,354 558,648 664,928 
Connecticut* ° ; 
Maine* — * bi e 
Massachusetts 47 +13.6 — 8.2 362,763 319,330 395,077 
New Hampshire* fie pee Re Sar gure 
Rhode Island* .... S fe eee OP, a, Cte = 
Yornemt* ........ Re ON Sage ee Se ee | eee pea 
Middle Atlantic ..... 230 + 70 —14.1 1,279,432 1,195,177 1,488,719 
PN 5.6 cra ds.padlac vaiaaraniaeians ll + 78 - 2.4 90,424 83,892 92,686 
I ns 28 Soo ery cr gar pk aise ae + 88 —14.1 164,550 151,205 191,642 
MIR oh he ree os Saag camer 187 + 6.7 —14.9 1,024,458 960,080 1,204,391 
rr 517 + 3.4 —12.4 2,696,632 2,557,916 3,078,658 
rete ia rack hss cata eh aos 136 + 7.0 —12.0 706,686 660,243 802,900 
eS Se oar ie 67 + 5.9 —12.7 379,384 358,203 434,745 
Michigan 33 +10.0 - 4.6 177,070 160,949 185,657 
Ohio 152 4 55 13.5 732,903 694,068 847,219 
Wisconsin 129 1 24 13.3 700,589 684,453 808,137 
West North Central 365 13 10.6 1,096,272 1,184,797 1,225,644 
OR Sea 92 + 3.3 -14.3 314,751 304,842 367,131 
Kansas 85 25.3 + 4.1 215,117 288,081 206,561 
II 0, Seer air ot aie ies ek tae 31 19 —14.4 173,427 176,838 202,504 
eg ne hn ue oa th oes 8I 1.9 —11.5 252,355 257,253 285,244 
I i io nen xt eae ead Bib 58 -11.8 —16.6 108,809 123,411 130,426 
ID os os ona cnc ae ele hRGaos 12 —« 5S — 46 23,536 24,858 24,672 
South Dakota* . me UCOC~«~SS:*=<«‘r RR me” eae 
South Atlantic 0 + 92 10.2 505,921 463,086 563,517 
Delaware* ¥ i 
ENG. 3 Ciaccwasenece ath  moieh 6 se apes | mieteed wre 
Florida 28 + 0.1 -14.1 132,365 132,190 154,094 
Georgia 5 +11.3 —148 115,431 103,673 135,560 
Maryland* Bo Ws lll SR pe 
North Carolina* ” eis iad vigidts 
South Carolina 12 +14.4 + 5.6 82,040 71,693 77,672 
Virginia 10 - 59 16.2 73,596 78,228 87,849 
West Virginig* ° 
ree 46 +15.5 -11.0 272,941 236,232 306,625 
Ge hc aero Jy. srs be ators 25 + 9.5 —18.9 111,898 102,211 137,998 
NE og nco, beatae ath ws! we cae aa oe 10 +25.6 —19.8 56,314 44,819 70,243 
I oes. cars: ire apresed ean dae “ cach 0C(“‘<‘ RT ye 
hse oth, brit, Li gaa wince etenn <r rn re gil 
West South Central 164 + 13 — 5.0 1,117,651 1,102,899 1,176,976 
Arkansas A ietiatin the Ce ee ee eee 23 +22. —12.3 112,695 91,846 128,446 
re rk Poel ol, pee Cid chara Baca ade as ° 
Oklahoma 43 + 2.4 + 2.4 145,278 ° 435,042 434,776 
Texas 94 3.4 - 8.9 536,195 554,948 588,887 
Mountain 123 + 0.1] — 45 806,887 806,258 845,314 
IN 355. oc. s oi ayes Aa oka oer 15 — 35 5.6 234,112 242,604 248,050 
 .. SIREERSE Ra Ree erin eon nee wi 38 — 3.2 —- 4.6 189,294 195,518 198,467 
Te co ot nek eee Gee ea 21 — 7.7 EJ 112,273 121,586 113,495 
i as ay cas deca ea eras 26 +144 — 56 173,341 151,574 182,477 
chy ne en ons ace Teeeeet - - 
RR ree Pore rrr re 10 2.3 — 83 18,264 18,695 19,910 
| ee rr are ee 2 ee 
MES oS), Cm ct aercaicic ae eet ” 4 is Ue 
ers si solaasenmapmmie 422 +17 — 53 2,252,176 2,215,564 2,377,216 
SII ck, cbs eo Us a eae eras 333 + 08 — 39 1,618,806 1,606,248 1,684,214 
te ener emer tes rt o> 38 + 98 — 99 214,356 195,204 238,023 
I Sg orc en's ea ak gna: baw kodtatats 51 + 12 — 7.9 419,014 414,112 454,979 
Er Gre ah aio i ec a 2,024 + 33 — 9.1 10,656,266 10,320,577 11,727,597 
City of Chicago 18 +12.0 —13.3 66,063 58,975 76,227 
City of Los Angeles 42 - 1.6 — 85 261,191 265,386 285,483 
City of St. Louis 19 4.12.5 17.6 42,205 37,530 51,217 
City of San Francisco 37 +10.7 4. 39 120,870 109,164 116,368 
OE Rr eer ere 10 + 2.7 6.3 214,630 208,946 229,096 
Oe rr rsa 15 + 7.9 ~ 8.6 58,097 53,832 63,545 








* Note while stores from these states are included in grand total, figures for these states are not shown on this chart because of 
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AUGUST 24, 


39 


insufficient data. Compiled by Bureau of the Census, U. S. Department of Commerce. 
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‘Trade Associations and the Law 





John J. Wicker, Jr., Richmond, Va., attorney, addressing the N.R.H.A. con- 
gress at Cincinnati, Ohio, July 18, 1939, explains legal limitations of trade 
organization activities in connection with laws intended to correct trade 
abuses and indicates what an association may and may not do for members. 
Tells of need for individual action, even on use of fair-trade laws, etc., 
which have enjoyed organization support and sponsorship. 





O the question of what a 

trade association may not 

legally do, the best general 
answer is that a trade associa- 
tion may not legally make or 
foster or promote any agree- 
ment, course of conduct, act or 
series of acts, the natural objects 
or natural results of which will 
be the restriction of lawful com- 
petition, the fixing of prices— 
either for sale or for purchase— 
the determination or restriction 
of volume of production or time 
of production, or the apportion- 
ment or allocation of areas of 
production, purchase, or sale. 

In the matter of fixing prices 
it is unquestionably true that in- 
dividual members of a trade as- 
sociation are entirely within 
their rights—so far as the Sher- 
man Anti-Trust Law is con- 
cerned—in charging any price 
they may individually choose to 
pay when selling, and in paying 
any price they may individually 
choose to pay when purchasing. 
And this right is not impaired 
or destroyed by the fact that the 
prices at which the individual 
has individually chosen to sell or 
to buy happen to be the same or 
approximately the same as the 
prices used by others. 

But the trade association may 
not lawfully urge or even sug- 
gest the adoption and use of any 
one fixed price by its members 
or others, nor may the individ- 
uals themselves lawfully agree 
upon the price which they will 
use in selling or purchasing. The 
vital test is whether the individ- 
ual merchant is absolutely free 
to exercise his own judgment 
and discretion. 

It is a rather inconsistent 
situation in the law today that 
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vertical price fixing is entirely 
legal under certain circum- 
stances while horizontal price 
fixing under the same circum- 
stances would be illegal. For ex- 
ample it is entirely legal, by 
virtue of the Tydings-Miller Act 
of 1937 applicable in the 44 
states that have enacted fair 
trade acts, for the owner, man- 
ufacturer or distributor of trade- 
marked articles, to provide by 
contract the specific price at 
which the commodity in question 
may be sold by wholesaler to re- 
tailer, and also the price at which 
the article may be resold by the 
retailer to the consumer. At the 
same time it would be absolutely 
illegal for any price-fixing con- 
tract to be made by wholesalers 
among themselves as to the 
prices they will use in making 
sales to retailers and it would 
likewise be absolutely illegal for 
retailers to make any agreement 
among themselves as to the 
prices at which they will sell 


certain commodities to the con- 
sumers. 

The legal ban upon horizontal 
price fixing is applicable not only 
to agreements, directions, and 
codes, but applies also to in- 
dividual elements underlying the 
sale price. For example, a trade 
association survey may reveal 
that the average cost of some ele- 
ment of price foundation such 
as advertising, transportation, 
or sales promotion, may amount 
to a certain percentage of the 
total cost. Any agreement to use 
that fixed percentage would be 
illegal since the use of the same 
would to that extent consti- 
tute the fixing of a uniform 
price and thereby would tend to 
lessen competition. In fact, it 
would also be illegal for trade 
associations to urge upon its 
membership the use of any arbi- 
trary average cost percentage 
rather than the use by each in- 
dividual of his actual cost of 
that particular element of doing 
business. 

It should, of course, be borne 
in mind that throughout this 
discussion we are considering 
only transactions forming a part 
of or in some demonstrable man- 
ner affecting interstate com- 
merce. The distinction in the 
eyes of the courts between inter- 
state commerce and a local busi- 
ness is constantly becoming less 
and less. 

One of the controlling con- 
siderations in a judicial deter- 
mination of whether or not a 
business agreement or practice 
constitutes an unreasonable re- 
straint of trade appears to de- 
pend upon whether or not the 
agreement or practices in ques- 
tion control or directly affect a 
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Don’t Pay More For Less! 


BLAKE 


Blake & Lamb Fox and Wolf Drags 


ee 


Blake & Lamb Trap Stake and Picket Pin 


Biake & Lamb Perfect Fieshing Knife 


& LAMB 


Hardware retailers owe it to themselves and to their 
customers to stock the best values the market affords. 
Even if it means extra trouble—it pays to make com- 
parisons and to insist upon the lines which offer com- 
petitive advantages in quality, policy and price. 


Blake & Lamb represent a complete line of standard- 
ized steel traps (both long spring and under spring) 
in sizes to catch all fur bearing animals from weasels 
to wolves. 


Blake & Lamb Steel Traps and Trappers’ Accessories 
are made to measure for the hardware trade. Traps 
to catch all animals from weasels to wolves. Pelt 
forms, drags, trappers’ axes, trap tags, fleshing 
knives, trowels—accessories to supply every need of 
the professional or novice trapper. Consistently 
lower in price and higher in quality. They enable 
the hardware dealer to meet and beat any form of 
competition. 


Demand Blake & Lamb Better Steel Traps! 


If your local jobber cannot supply you, write to us for catalog, 
prices and your closest source of supply. 


THE HAWKINS COMPANY 


AMERICA'S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 


AUGUST 24, 1939 











substantial portion of that par- 
ticular line of business. 

The courts have also held to 
be unlawful trade agreements 
restricting purchases or sales in 
any particular line of business 
to those buyers or sellers who 
will accept and use some stand- 
ard purchase or sale agreement, 
whenever such agreement con- 
tains any elements enabling, or 
designed to enable, either the 
control of prices or the distribu- 
tion and use of the commodity 
in question. Likewise unlawful 
are agreements or trade prac- 
tices which have the effect of 
curtailing or otherwise limiting 
the production of any commod- 
ity of commerce or the appor- 
tionment of the same either for 
production purposes or market- 
ing purposes in any particular 
territory. 


Statistics 


The fundamental objection of 
the courts to such agreements is 
not to the final result, which 
may perhaps be generally bene- 
ficial, but is rather to the fact 
that such agreements necessarily 
restrict and prevent the individ- 
ual from exercising his own in- 
dividual judgment and discretion 
as to how much, when, and 
where he will produce the com- 
modity in question. 

It has been broadly suggested 
that by the study of authentic 
statistics of market conditions 
and reliable forecasts of prob- 
able consumption, the individuals 
concerned may by the exercise of 
individual judgment and good 
common sense voluntarily choose 
to govern their production, in- 
dividually, in such manner as to 
avoid overproduction with its 
consequent damaging flood of the 
market. Here again we see that 
the law finds no valid objection 
to the individual business man, 
without restraint and without 
the inhibition or control of any 
concerted movement or trade 
agreement, acting in such an in- 
telligent and co-operative man- 
ner with his competitor as to 
redound to the general benefit of 
all concerned. In other words, 
even though all of the producers 
or distributors of a certain com- 
modity might determine to limit 
their production or distribution, 
as to time, territory, or volume 
—or as to all three—the limita- 
tion is not unlawful so long as it 
results from and is controlled by 
the individual judgment and dis- 
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cretion of each individual con- 
cerned and so long as each in- 
dividual] is free to vary or depart 
from his predetermined limita- 
tions at any time, without ob- 
taining the consent or approval 
of any others. 


Exclusive Sales 


While it is entirely legal for 
any manufacturer to appoint ex- 
clusive jobbers or agents in turn 
for retailers to be appointed as 
exclusive retail outlets for any 
particular article or line of com- 
modities produced by the manu- 
facturer and marketed by the 
jobber or wholesaler, it is un- 
questionably illegal for manufac- 
turers to agree among them- 
selves or for distributors to 
agree among themselves or for 
retailers to agree among them- 
selves upon an apportionment or 
division of sales territory. At 
first glance this may appear to 
be an artificial distinction, and 
yet upon examination it is seen 
to be perfectly reasonable and 
logical. No restraint of trade or 
lessening of fair competition is 
brought about when a paint 
manufacturer appoints one job- 
ber as his sole representative in 
a particular territory because 
other paint manufacturers will 
market their paint in the same 
territory in direct competition 
with the exclusive jobber of the 
first manufacturer, and with the 
retailers served by that manu- 
facturer or jobber. On the other 
hand, if a sufficient number of 
paint manufacturers, controlling 
a substantial portion of the 
available paint manufactured 
for sale, agree among themselves 
as to the apportionment of terri- 
tory between themselves, the 
business of paint distribution in 
a particular territory is limited 
to the particular jobber ap- 
pointed by the manufacturer to 
whom that particular territory 
has been allocated, to the exclu- 
sion and economic ruin of other 
legitimate paint jobbers in that 
territory. Likewise, that par- 
ticular manufacturer and that 
particular jobber thereby obtain 
a monopoly on the distribution 
and sale of paint in that terri- 
tory and this monopoly extends 
on down through the retailers to 
the consuming public. The dele- 
terious and objectionable results 
of such monopoly are too obvious 
to require comment. 

There is no law compelling 
business men to compete with 


each other, but the law does pro- 
hibit business men from form- 
ing or carrying out any agree- 
ment express or implied to re- 
frain from fair competition with 
each other. 

Much of the litigation that has 
occurred in connection with the 
Anti-Trust Laws has revolved 
around the collection and dis- 
semination of trade statistics 
and market information. 

However, the courts have rec- 
ognized to a gratifying extent 
the wholesale contribution to the 
public welfare resulting from 
proper collection and dissemina- 
tion of such information by 
trade associations. 

The lawful right of a trade 
association to gather and dis- 
seminate trade information, in- 
cluding statistics as to prices— 
past, present, and future—is 
subject, however, to the follow- 
ing limitations: 

(1) The information must be 
compiled fairly and must repre- 
sent an accurate record of actual 
transactions. 

(2) The dissemination of the 
trade information must be made 
openly and not secretly or con- 
fidentially. It must be made 
available to the buying public as 
well as to the sellers, without 
regard to membership in the as- 
sociation, either through publi- 
cation in trade journals or by 
reports to the Department of 
Commerce or some other similar 
governmental body representing 
the public. 


How Published 


(8) The information should 
be published in the form of the 
business transactions without 
identification of the individual 
industry members concerned. 

(4) In the event of indicated 
future prices being included in 
such information, there should 
not be included any direction or 
even advice or suggestion by the 
trade association intimating the 
advisability of conforming to the 
indicated future prices. 

(5) The collection of the in- 
formation by the trade associa- 
tion from its members must not 
involve a requirement of specific 
individual listing of each trans- 
action with the details of the 
same, but rather nothing more 
for example than the total num- 
ber of sales, the commodities and 
quantities involved, the terri- 
tories involved, and the prices 
obtained. 
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Here’s a New Taylor Deal! 


1 nt Y 1 EXTRA Taylor ROAST 
] 















MEAT THERMOMETER 
‘| IN EVERY BOX OF 6 





This special, history-making Taylor deal gives you an 
extra profit of $1.50 when you sell only 7 nationally 
advertised Taylor $1.50 Roast Meat Thermometers! 


HINK OF IT! A Taylor deal on Roast Meat Thermometers. 

NEVER BEFORE!! Taylor makes this offer to you so 
you’ll get in your supply of these thermometers — NOW — in 
time for the 1939 Fall sales! 

The deal is clean-cut: With every '2-doz. box of Taylor 
Roast Meat Thermometers you get one absolutely free. And 
that’s $1.50 extra profit for you on every $9.00 (list) order. 

It’s easy to sell these patented Roast Meat Thermometers, 
too. Years of advertising and word-of-mouth user-boosting have 
convinced thousands of the usefulness of these accurate ther- 
mometers with the noted Taylor name. And this year Taylor is 
backing you up with more and more of these hard-selling ads. 

So get your supply now—when you can take advantage of 
this free goods offer. Better order from your wholesaler now. 
If he cannot supply you, fill in, and mail the coupon. THIS 
OFFER ENDS MIDNIGHT, NOV. 1, 1939. 


$1.50 Value... Free to You! 
Gives You $1.50 Extra Profit 


@ Here's the fast-selling Taylor 
Roast Meat Thermometer that 
comes free to you with every 12- 
doz. box you order. (You get 2 
free in a dozen. And so on.) It's 


OFFER EXPIRES NOV. I— 7 
packed in an attractively litho- : 
graphed and varnished box, with \ 
skewer. Place your Order now... SEND COUPON NO W! 
And don’t forget—the more you e 


order, the more free ones youget! 
es ME RR AO NR NI iat nner Aapnemmnm tiie 











Taylor Instrument Companies, Rochester, New York 


} Please send me doz. of your Roast Meat Thermometers at $9.00 per ! 
. 14-doz. (list.) I understand I get one Taylor Roast Meat Thermometer free | 
| 4 with every '%-doz. box I order. ] 





Signature 








Street 
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City State 








AUGUST 24, 
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(6) The only authoritative 
judicial exception to this con- 
demnation of the requirement of 
all the details of each individual 
transaction is to be found in the 
cement industry. 

In recent years quite a large 
number of individual states have 
enacted laws generally known as 
“Unfair Sales Acts” prohibiting 
the resale of any commercial 
commodity at a resale price lower 
than “cost,” plus some allowance 
for the cost of doing business. 


Unfair Sales Acts 


These unfair sales acts differ, 
of course, to some extent in the 
different states, but in the main 
they are fundamentally the same. 
In general, any person who may 
be injured by any sale below 
cost—as “cost” is defined in the 
Act—may obtain an injunction 
to restrain such sales. Further- 
more, these laws generally con- 
demn such sales below cost as 
“unfair competition,” thereby 
affording the foundation for 
civil suits for damages by com- 
petitors against the offender to 
cover any damages arising out 
of these “unfair sales.” In ad- 
dition, most of these laws make 
such sales criminal violations of 
law, rendering the offender liable 
to criminal prosecution. Of 
course, all of these laws have a 
number of exceptions, generally 
exempting food supplies and 
goods of perishable nature, also 
sales made under direction of 
court officials or by court order; 
also genuine “closing-out sales” 
and genuine “distress or discon- 
tinuance sales” provided, how- 
ever, that the nature of such 
sales is plainly stated in the ad- 
vertisement thereof and that the 
goods are properly marked to 
identify them in connection with 
such sales. Furthermore, there 
are some further exemptions to 
meet the necessities of lawful 
competition. 

Of course, the value of these 
laws depends largely upon the 
active and courageous coopera- 
tion of fair and lawful merchants 
who are willing to be vigilant 
and alert against violations and 
to file the necessary complaints 
with the courts and obtain the 
necessary injunctions wherever 
violations occur or arethreatened. 
In the filing of these complaints 
and the instigation and conduct 
of the proceedings against the 
violators of these laws, trade 
associations can be extremely 
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valuable and their cooperation 
can make the laws far more ef- 
fective than otherwise would be 
possible. 

The Robinson-Patman Act 
passed by Congress in 1936, 
amending Section 2 of the Clay- 
ton Act, came about as a very 
natural consequence following 
the report to the United States 
Senate of the chain store inves- 
tigation conducted by the Fed- 
eral Trade Commission. In that 
report the commission found 
that the ability of the chains to 
sell more cheaply than the inde- 
pendent merchant was, partially 
at least, due to special discounts 
and discriminating allowances 
granted to them in many differ- 
ent ways. 

The Robinson-Patman Act ap- 
plies to all business, both large 
and small, and to all forms of 
organizations so long as they are 
engaged in whole or in part 
in interstate commerce. Conse- 
quently, some of the provisions 
of the act may be applied against 
small independent business con- 
cerns if those concerns obtain 
some discriminatory price allow- 
ance, brokerage, or rebate which 
is unfair to their competitors. 


Exceptions 


The act does not make unlaw- 
ful a discrimination in price 
based upon bona fide differences 
in quantity or volume, provided 
that these differences actually do 
result in economical savings to 
the manufacturer or seller and 
that the amount of the savings 
so resulting is sufficient to jus- 
tify the discrimination. However, 
the burden is upon the alleged 
violator to prove that the dis- 
crimination in price or in service 
actually was justified by actual 
economies or savings made in the 
transactions. 

The act is being applied by the 
Federal Trade Commission and 
by the courts also as prohibiting 
unfair discrimination in price 
resulting in the practice of set- 
ting up so-called brokerage com- 
panies through which buyers’ 
orders are assembled and ex- 
ecuted and to which the seller 
allows a brokerage or whole- 
saler’s discount which is passed 
on directly or indirectly to the 
buyer. 

Under the act it is not per- 
missible to base discounts on 
other special allowances arbi- 
trarily on volume or quantity. 
The individual facts of the in- 





dividual transaction must be 
examined. The _ real test is 
whether or not the specific busi- 
ness orders in question can be 
and are handled in such manner 
that they affect certain savings 
or economies where other orders 
do not affect such savings or 
economies. 


Robinson-Patman Act 


The Robinson-Patman Act 
affords a very valuable protec- 
tion to retailers against the prac- 
tice of some wholesalers who sell 
individual consumers in competi- 
tion with the retail merchants. 
The law does not undertake 
to prevent anyone from act- 
ing as a wholesaler and retailer 
also. At the same time, it does 
furnish a basis for preventing 
such practices. Whenever a 
wholesaler engages in any retail 
sales, he thereby puts himself in 
the class of a direct competitor 
with retailers. It is then unlaw- 
ful for that wholesaler to receive 
from any manufacturer any 
lower price or any greater con- 
sideration in advertising service 
or otherwise than is granted by 
that same manufacturer to com- 
peting retailers whose business 
bears a comparable relation to 
that portion of the wholesaler’s 
business which is devoted to re- 
tail sales. In such cases, the bona 
fide retailer, who is being dam- 
aged by the practice, should call 
the attention of the wholesaler 
and of the manufacturer to the 
situation. If this does not cor- 
rect matters, then the retailer 
should bring the matter to the 
attention of the Federal Trade 
Commission. It is the policy of 
the commission to keep the iden- 
tity of the complainant confiden- 
tial and not to disclose it at any 
stage of the proceedings. 

It is my opinion that the pro- 
visions of the Robinson-Patman 
Act have not yet been availed of 
by either trade associations or 
by their individual members to 
anything like the’ full and com- 
plete extent which would be ap- 
propriate. No individual mer- 
chant and no trade association 
need fear any retaliatory action 
or any responsibility for dam- 
ages in the event a proceeding 
which it causes to be instituted 
under this act turns out favor- 
ably to the alleged violator, so 
long as the complaint is made 
honestly and in good faith. 

There is no legal or constitu- 
tional way in which a grocer or 
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druggist or clothier may be pre- 
vented from selling hardware 
(and vice versa) and there is 
likewise no law by which a 
wholesaler may be prevented 
from selling direct to the indi- 
vidual consumer nor a retailer 
be prevented from purchasing 
direct from the manufacturer. 
These matters of trade channels 
are not regulated or controlled 
by law, and, in the nature of the 
case, I do not see any way that 
they can be so controlled. 
However, as I have already 
pointed out, by the appropriate 
application of the Robinson-Pat- 
man Act, many of these objec- 
tionable practices can be very 
largely controlled and obviated. 
Whenever a business concern 
steps out of or beyond its nor- 
mal channel or pathway and in- 
vades or encroaches upon an- 
other field of business, its whole 
price structure and its relation- 
ship with its source of supply 
for the commodities it sells may 
be thereby seriously endangered 
and upset, and many of its 
transactions may be then con- 
sidered as violations of the Rob- 
inson-Patman Act. 


Cooperation 


Of course, your trade associa- 
tion may be helpful in cooper- 
ating with you in these matters, 
but quite naturally the initial 
complaint should come from the 
individual merchant who is in- 
juriously affected by the unfair 
competition complained of. Your 
trade association may be ex- 
tremely helpful to any member 
who is willing to do his indi- 
vidual part in bringing unfair 
competitors to the bar of jus- 
tice; but your association can- 
not act effectively or reasonably 
to help an individual merchant 
who is unwilling to do his own 
part in helping himself. 

In connection with complaints 
of unfair competition which may 
be violations to the Robinson- 
Patman Act, the following three 
things should be especially borne 
in mind:— 

First, the person against 
whom the complaint is made 
must be participating or co- 
operating in interstate com- 
merce dealing with commodi- 
ties designed for resale or 
consumption or use some- 
where within the United 
States. 

Second, the particular agree- 
ment or conduct complained 
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of must bear a_ reasonably 
close relationship to this busi- 
ness. 

Third, it is. not necessary, 
however, that the injured per- 
son—that is, the person whose 
competition is eliminated or is 


being unfairly injured — 


should be engaged in inter- 
state commerce. 


Valuable Activities 


Among the many valuable ac- 
tivities in which trade associa- 
tions may lawfully engage, some 
of the most important, in addi- 
tion to those already indicated, 
are the formation and distribu- 
tion of uniform cost accounting 
methods. However, it would be 
unlawful for any trade associa- 
tion to bring about the use of 
any cost accounting which in- 
cludes some arbitrary amounts 
or arbitrary percentages because 
the law frowns upon the substi- 
tution of any arbitrary standard 
for and in place of the actual 
individual cost wherever the lat- 
ter is ascertainable. Of course, 
in many cases it is practically 
impossible, or so expensive and 
burdensome as not to be worth- 
while, for the individual mer- 
chant to determine certain ele- 
ments of cost. The important 
point is that the trade associa- 
tion must not, either directly or 
indirectly, cause its members to 
adopt some arbitrary element of 
cost accounting the effect of 
which would be—to that extent 
at least—fixing and controlling 
resale prices. 

Another important function 
of a trade association is the col- 
lection and distribution among 
its members of credit informa- 
tion. Of course, the association 
must not publish or distribute 
any such information unless it 
has reason to believe that the 
information has been carefully 
gathered and assembled by re- 
sponsible people. 

The collection and distribution 
of such information, especially 
where it consists of the name 
and address of delinquent trade 
purchasers, must not be used di- 
rectly or indirectly for the com- 
pulsion of payment. The justi- 
fication of the circulation of 
lists of delinquent debtors is 
based upon the law of self-pres- 
ervation and the right of busi- 
nessmen to protect themselves 
by a bona fide exchange of in- 
formation in good faith against 
the losses which would inevit- 





ably ensue from the extension of 
credit to purchasers who have, 
by becoming delinquent for other 
purchases, already demonstrated 
the fact that they are unreason- 
able and perhaps undesirable 
risks. 

It has been held that it is 
legal for the members of a trade 
association to agree that they 
would refuse to make any sales 
or deliveries to any person 
whose name appeared on the de- 
linquent debtor list of that asso- 
ciation, except upon a cash-on- 
delivery basis (United States 
vs. Fur Dressers and Fur Dyers 
Association, et al. 5 Federal 
2d-869). 


Lawful Acts 


Among other useful activities 
of trade associations which may 
be considered as lawful is the 
establishment of minimum qual- 
ity standards and classifications 
for commodities. Obviously, the 
establishment of certain mini- 
mum quality standards, also the 
establishment of reasonable clas- 
sification of useful commodities, 
is bound to be of benefit to the 
consuming public and to the 
trade in general. The one im- 
portant thing which must be 
guarded against is that these 
minimum standards and classi- 
fications must not be made upon 
an arbitrary basis or in such 
manner as to result in the un- 
reasonable curtailment or _ re- 
straint of trade or competition. 
Furthermore, the use of these 
minimum standards and classifi- 
cations should not be made com- 
pulsory by the association. Here 
again, the association should act 
as the’ efficient central bureau 
for assembling the information 
and classifying it and working 
out reasonable applications of 
the information so obtained and 
classified; and thén distributing 
the same for such use as the 
individual trade _ association 
member may in the exercise of 
his own individual judgment de- 
sire. 

Of course, it may be said that 
if these matters are to be left 
to the individual judgment and 
discretion of the individual as- 
sociation members, the problem 
cannot be solved because of the 
chiselers and because of the lone 
wolves who appear to take de- 
light in the use of unfair trade 
practices which are condemned 
by better business and by all 
codes of ethics. Unfortunately, 
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there is no law by which the 
undesirable type of competitor 
—the “business termite’’—may 
be lawfully eliminated or suc- 
cessfully controlled. However, the 
trade associations and _ their 
members can go a long way 
toward minimizing and gradual- 
ly eliminating the harmful and 
unfair practices and activities 
of these business parasites by 
setting such persuasive exam- 
ples of clean business practices 
and of progressive honest busi- 
ness methods, that the force of 
public opinion will be rallied 
more and more on the side of 
good business and against bad 
business. In this direction the 
cooperation of the Federal 
Trade Commission, through its 
business standards conferences, 
will prove very helpful. 


Boycotts 


In the matter of boycotts, I 
do not believe anyone can state 
with certainty just what the law 
now is in the United States. 
The cases that have gone to our 
United States Supreme Court 
hold it to be unlawful for a 
trade association or the mem- 
bers thereof to attempt to con- 
trol or restrict the distribution 
or sale of commodities through 
so-called “regular” or “legiti- 
mate” dealers, or to agree to 
refuse to deal with those whose 
trade practices are regarded as 
“irregular.” Obviously, the re- 
sults of such agreements are to 
diminish, lessen and_ restrain 
competition and trade, even 
though they also improve trade 
and competition among those 
against whom the agreements 
are not aimed. Consequently, 
such agreements and activities 
appear to have been regarded by 
the law in the same classifica- 
tion as agreements fixing prices, 
curtailing production or appor- 
tioning territory. 

However, more recent cases in 
the United States Federal 
Courts, lower than the Supreme 
Court of the United States, in- 
dicate a liberalization of thought 
leading to the belief that agree- 
ments and activities of trade as- 
sociations and their members to 
confine their dealings to those 
whose practices are ethical, 
legitimate and regular, may per- 
haps in the future be upheld by 
the courts as lawful and proper; 
provided that the agreements do 
not control a sufficient volume 
to constitute a monopoly of any 
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particular market or any par- 
ticular commodity, and further 
provided that the agreements 
and activities are in good faith 
adopted and carried out pvri- 
marily as measures of necessary 
defensive protection against un- 
fair competition which, if not 
combatted, may drive the legiti- 
mate merchants out of business. 

With all of the ramifications 
of business laws and anti-trust 
laws, there never has been any 
law depriving a business man 
of the right to purchase from 
whom he chooses and sell to 
whom he chooses. The manufac- 
turer (unless he controls’ so 
large a portion of any particu- 
lar commodity as practically to 
amount to a monopoly) has a 
right to select his own custom- 
ers. Likewise a merchant has a 
right to select the manufactur- 
er or wholesaler whose goods he 
will buy for resale. 

When a merchant buys from 
a wholesaler or manufacturer 
who at the same time sells the 
same commodities direct to the 
consuming public or who sells to 
retail outlets whose trade prac- 
tices are unjust and unfair, that 
merchant is thereby contribut- 
ing, indirectly at least, to his 


own destruction. No merchant 
willingly does this, but unless 
he has available information as 
to the trade practices and cus- 
toms of the various wholesalers 
and manufacturers with whom 
he might deal, it is impossible 
for him to make an intelligent 
and enlightened decision. 

From what we have said, it is 
apparent, it seems to me that 
the safe and sane ground for a 
trade association to take is that 
its members are entitled to full, 
fair and accurate trade reports 
as to prices, production, buyer 
demand, general trade condi- 
tions, minimum standards, ap- 
propriate commodity classifica- 
tions, intelligent and accurate 
cost accounting procedure, ap- 
propriate and recommended store 
management records, and the 
trade practices and customs of 
the various concerns with which 
the association members may be 
called upon to deal—this infor- 
mation must, however, be fur- 
nished in good faith solely for 
information, and for such action 
as the individual trade associa- 
tion member may choose to take 
in his sole discretion, without 
any coercion or suggestion, di- 
rect or indirect, from the asso- 
ciation. 





“Publication” of Libel 


HAT a business man, almost 

without knowing it, may _be- 
come involved in the “publication” 
of a libellous statement is shown in 
a case recently before the Federal 
Courts. 

A business corporation received a 
letter making certain libellous state- 
ments about one of its employees in 
another city. The corporation sent 
this letter to its local manager in 
the city where the employee in 
question was located. 

In a suit ultimately brought by 
the employee against the corpora- 
tion for libel and slander, it was 
charged that the corporation “ex- 
hibited and published said letter to 
other employees and to members of 
the public who read and inspected 
same” and that the corporation “in 
uttering and publishing such libel- 
lous letter intended to and did 
charge the aggrieved employee with 
a crime.” 

The exhibiting of a libellous writ- 
ing to even one person is con- 
sidered a “publication” in the law. 
As the Federal Court put it in this 
case: 


Each separate publication being 
a separate cause of action, the pub- 
lications by the employees in the 
local city who received the letter. 
present as many different causes 
of action as there were _ publica- 
tions.” 

In other words, every time the 
letter was exhibited to someone, the 
person libelled in the letter had a 
new ground for law-suit. The local 
manager allegedly showed the let- 
ter to a number of people. 

The Court further pointed out 
that before an employer may be held 
liable for the acts of an employee 
in publishing a slander or libel, the 
employee must have been at the 
time acting within the actual scope 
of his employment. Where an em- 
ployee exhibited a libellous letter or 
writing during the course of his em- 
ployment, however, it is likely that 
the employer would be held liable 
for such “publication” of the letter. 

When an employer allows such a 
writing to get into the hands of an 
indiscreet employee he is almost 
asking for a law-suit. 
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Barrett Shingles make 
building money go 


F-A-R-T-H-E-R ! 


“The man who's got the stuff gets the business. and Uve 
got the stuff for low-cost homes! 

“[ve shown every builder and architect in town how 
Barrett Shingles can help them give their clients more house 
for their money. It’s logical... what they save on roofing, 
they can spend on bigger rooms or better appointments.” 

This Barrett dealer is right! For Barrett Shingles pro- 
vide a safe way to save roofing money. And it’s a story 
worth telling to all vour building and reroofing prospects. 

It’s a big year for small home construction . . . a record 
year for Barrett Shingles! 


THE BARRETT COMPANY 
10 Rector Street New York. NV. Y. 


2800 So. Sacramento Ave., Chicago, Hlinois—Birmingham. Alabama 


SHINGLES 
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FIREARMS ACT AMENDMENT RELIEVES DEALERS 
OF UNNECESSARY BOOKKEEPING BURDEN 


Ammunition now defined to include only 
pistol or revolver ammunition and to ex- 
clude shotgun shells, metallic rifle ammu- 
nition or any .22 caliber rimfire ammunition. 


(Washington Bureau 

of HARDWARE AGE) 
The Pearson Bill revising the 
Federal Firearms Act to relieve 
hardware and sporting goods re- 
tailers from unnecessary regula- 
tion and bockkeeping in the sale 
of shotgun shells was passed by 
Congress and approved by Presi- 
in the eleventh- 
legislative rush early in 
August. The Internal Revenue 
Bureau is preparing an interpre- 


Sponsored in the House by 
Representative Herron Pearson, 
and in the Senate by Senator 
Tom Stewart, both Democrats of 
Tennessee, the measure provides 





shall include only pistol or re- 


include shotgun shells, metallic 
ammunition suitable for use only 
in rifles, or any .22 caliber rim- 


Some officials of the Internal 
Revenue Bureau point out that 
retailers obtained the requisite 
relief through a Treasury Depart- 
decision and that hence 
legislation is unnecessary. Spon- | 
sors in Congress, however, say | 


guard and prevents the Treasury 


Department from changing its | 


mind. 


Other bills of interest to hard- 


into law before the Congressional 


H. R. 6635 — revision of the 
Social Security Act, which freezes 
the 1 per cent payroll tax for 
three years instead of permitting 
it to go to 14% per cent next year. 


old-age insurance program. 

S. 2009 and H. R. 4862—gen- 
eral transportation bills which, 
among other things, change the 


covery of overcharges in freight 
bills from a three-year period to 
18 months in the Senate bill and 
to two years in the House draft. 
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A conference committee will at- 
tempt to iron out differences in 
the two versions during the re- 
cess before the measure can be- 
come law next session. 

Bills on which no final action 
was taken but which are still 
pending in committee include: 

S. 2605—A measure by Senator 
George Norris, Independent of 
Nebraska, which would stimulate 
the growth and development of 
consumer cooperatives by extend- 
ing government credit facilities 
under the Agricultural Marketing 
Act to other than farm co-ops 
under certain conditions. A 
one-day public hearing was held 
and the bill is still pending be- 
fore the Senate Agriculture Com- 
mittee. 

S-204—By Senator King, Dem- 
crat of Utah, to repeal the Tyd- 
ings-Miller resale price mainte- 
nance law. No action has been 
taken on either House or Senate 
side and no action is indicated 
unless a pending FTC survey on 
state fair trade laws is used as 
a vehicle to push for repeal. 


H. R. 1—the Patman anti-chain 
store tax bill. No action indi- 
cated for early in January but 
the Freedom of Opportunity 
Foundation is conducting a mem- 
bership drive to stimulate inter- 
est in the measure and may make 
some progress in pushing the bill. 

H. R. 3838—a measure de- 
signed to give the District of Co- 
lumbia a fair trade law similar 
to those in effect in other states. 
Sponsored by Representative 
Kennedy, Democrat of Maryland, 
the bill already has passed the 
House and stands a good chance 
of passing the Senate next ses- 
sion despite vigorous White House 
opposition. 


NEW YORK DEALER 

WANTS CATALOGS 
The County Seat Plumbing 
Supply Co., 179 E. Main St., Mt. 
Kisco, N. Y., is establishing a 
hardware department and would 
appreciate receiving hardware 
catalogs from manufacturers and 





wholesalers. 


that the Pearson bill is a safe. | 5» Horace Disston Injured 


in Southern Pacific R.R. Wreck 


S. Horace Disston, president of 


| Henry Disston & Sons, Inc., Phila- 
| delphia, was one of the 96 pas- 


sengers injured when the South- 
ern Pacific Railroad’s crack train, 
the “City of San Francisco,” was 
wrecked Saturday night, Aug 12, 
in an isolated rocky canyon 20 
miles west of Carlin, Nev. Mr. Dis- 
ston suffered a broken collar bone 
and was badly shaken up. He was 
removed to the nearest hospital 
at Elko, Nev. On August 16 he 
was transferred to the Southern 
Pacific Hospital in San Francisco, 
Cal., from where favorable re- 
ports of his progress have been 
heard. 








S. HORACE DISSTON 








J. D. SULLIVAN 


NEW SPECIAL PRODUCTS 
SALES HEAD OF C. F. & I. 


The Colorado Fuel and Iron 
Corp., Denver, Colo., has an- 
nounced the appointment of J. D. 
Sullivan as manager of sales, spe- 
cial products division. Mr. Sul- 
livan will be located in the gen- 
eral offices of the corporation in 
the Continental Oil Bldg., Denver. 

Mr. Sullivan was formerly 
associated with the Gates Rubber 
Co. as division manager for in- 
dustrial division of sales. 


NEW DIRECTOR FOR 
LANDERS, FRARY & CLARK 


Arthur E. Allen is a new direc- 
tor for Landers, Frary & Clark, 
New Britain, Conn. Mr. Allen, 
who formerly was vice-president 
of the Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, suc- 
ceeds Frederick A. Searle, who 
has resigned. 


SHELBY SPRING HINGE CO. 
ADDS TO ITS PLANT 

The Shelby Spring Hinge Co., 
Shelby, Ohio, manufacturer of a 
varied and extensive line of 
builders’ finishing hardware and 
checking floor hinges, has re- 
cently added a two-story addi- 
tion of brick construction to its 
present building. 

This new building of 9000 sq. 
ft. of floor space is to be used 
principally for stock and ship- 
ping facilities to assure its cus- 
tomers of prompt and satisfactory 
service. 
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ECONOMIC COMMITTEE TO HOLD 
HEARINGS ON CONSUMER -CO-OPS 


Hearings also planned on tax correctives, trade asso- 
ciations, state trade barriers, business sales methods 
and review of trade practice conference agreements. 


(Washington Bureau 
of HARDWARE AGE) 

Although no definite dates have 
been fixed, the Temporary Na- 
tional Economic (anti-monopoly) 
Committee has made plans to 
hold public hearings on the sub- 
ject of consumer cooperatives. 
After receiving suggestions from 
various parts of the country that 
the TNEC ought to undertake an 
inquiry, the committee is con- 
vinced that public interest in the 
subject warrants the public ses- 
sions, which may be held late in 
December. 

After being in existence for 
one year, the committee, com- 
posed of an equal number of 
Congressional and executive de- 
partment members, lists in addi- 
tion a number of subjects to be 
scrutinized ether by public hear- 
ings or through studies and re- 
ports. Included are tax correc- 
tives, trade associagions, state 
trade barriers, business sales me- 
thods, and the review of trade 
practice conference agreements. 

Thus far the committee has 
held hearings on the organization 
and structure of the construction 
industry; consumer grading and 
labeling; small business; experi- 
ence of the FTC; reports on va- 
rious industries; insurance; and 
patents. With respect to the 
problems of small business, ob- 
taining capital, business research, 
business failures, the Robinson- 
Patman anti-price discrimination 
law and chain stores are among 
the items under study by the 
committee. 

It had generally been expected 
that the TNEC would delve into 
the effect of resale price main- 
tenance laws, including the Tyd- 
ings-Miller Federal statute, but 
omission of any reference to the 
subject lends support to reports 
that the committee has decided 
to drop the subject until the 
Federal Trade Commission com- 
pletes its current investigation of 
fair trade laws. 

Some members of Congress, 
including Representative Wright 
Patman, Democrat of Texas and 
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co-author of the Robinson-Pat- 
man anti-price discrimination law 
which bears his name, have ex- 
pressed fear that the Commis- 
sion’s investigation will not be 
conducted along “fair and im- 
partial lines.” Because of the 
FTC’s previously expressed hos- 
tility to the Tydings-Miller Law, 
the Congressman has said that 
“it will be only human for those 
in authority in the Commission 
to devise the mechanics of the 
investigation in such a way as to 
substantiate and justify the pre- 
mature position already taken.” 

President Roosevelt, who has 
gone on record in opposition to 
the principle of resale price 
maintenance, has urged Congress, 
in the case of a bill that would 
add the District of Columbia to 
the list of states already having 








fair trade laws, to defer action 
until the FTC has completed ite 
survey of state fair trade laws. 

The TNEC, whose funds for 
the current fiscal year were cul 
$90,000—from a requested $600,- 
000 to $510,000—plans to con- 
clude its activities in January or 
February so that a complete re- 
port can be made to Congress 
not later than the first of March 
However, Washington experience 
with other governmental agencies 
indicates that if the TNEC com 
pletes its work on schedule and 
brings its activities to a close 
without finding additional fields 
which ought to be probed, the 
committee will be rare in Wasb- 
ington experience. 





CHOMAS HEADS CONRAD 
RAZOR BLADE CO. 


Conrad R. Schumacher, form- 
erly president of Conrad Razor 
Blade Company, Long Island City, 
has become chairman of the board, 
Anthony J. Chomas, formerly 
vice-president, is now president 
and general sales manager. 





LaFollette Now Treasurer of Corning; 
Kates Made Pyrex Manager 


The Corning Glass Works, 
Corning, N. Y., has announced 
the election of C. D. LaFollette 
as treasurer of the company. Mr. 
LaFollette was formerly manager 
of the firm’s Pyrex Housewares 
Division. 


Cc. D. LaFOLLETTE 








Willard A. Kates has been ap- 
pointed manager of Corning’s 
Pyrex Housewares Division, suc- 
ceeding Mr. LaFollette. Mr. 
Kates was formerly manager of 
the company’s industrial division, 
a position he had held for five 
years. 


WILLARD H. KATES 








Cc. W. STOUP APPOINTED 
KITCHENAID SALES MGR. 
C. W. Stoup has been ap- 
pointed sales manager for the 


KitchenAid Division of the 





Cc. W. STOUP 


Hobart Mfg. Co., Troy, Ohio. 
Mr. Stoup was, at one time, ad- 
vertising manager for the Hobart 
Mfg. Co. Last year he was trans- 
ferred to the KitchenAid Division 
as assistant sales manager and 
recently was promoted to the 
post of sales manager. 


RETAIL MERCHANDISING 
COURSE OFFERED 

The Alexander Hamilton In- 
stitute, 13 Astor Place, New 
York City, is offering a new 
40-lesson course in retail mer- 
chandising and salesmanship, in- 
cluding 10 problems presenting 
actual merchandising situation, 
their solutions, two reports and 
the privilege of securing answers 
to all inquiries in connection 
with the lessons at any time 
during the 40-week period. An 
advisory service on personal busi- 
ness problems is also given. The 
course is designed to give to re- 
tail sales people the solution to 
such problems as how to develop 
a successful sales talk, a selling 
personality; how to approach 
customer; how to style merchan- 
dise; how to write “selling” 
copy for advertising; how to buy, 
and many other problems encoun- 
tered in retail businesses. The 
course is offered for $24.00, pay- 
able in monthly terms. 
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Dealers met recently in Albany, N. Y., as guests of the Albany Hardware & Iron Co. for a sales 
presentation of the new Duo-Therm line. Above is one of the interesting displays of this new line. 


ALBANY HARDWARE & IRON CO. HOST 
AT DUO-THERM PRESENTATION 


The Albany Hardware & Iron 
Co., Albany N. Y., was host to 
a large gathering of dealers on 
July 18, when the new Duo-Therm 
heaters were presented for the 
Many 
dealers came from distant points 


first time in that area. 


to view the line and attend the 
sales meeting. 


The meeting was opened by 





N. M. Edwards, district manager, 
Duo-Therm Division, Motor 
Wheel Corp., Lansing, Mich., 
with a presentation of the sell- 
ing points of this heater line. He 
was followed by George H. 
Phillips, field engineer for Duo- 
Therm who demonstrated the en- 
gineering features of the heaters 
and answered questions raised by 


| the dealers. 


DOMESTIC FUR MARKET ENDANGERED 
BY LACK OF TRAPPING CONTROL 


(Washington Bureau 
of HARDWARE AGE) 

Characterized as a substantial 
industry that can produce income 
for farmers as well as_profes- 
sional trappers, the $65,000,000 
‘fur market is described in a re- 
port compiled by the Biological 
Survey as taking more animals 
annualiy than are being pro- 
duced. The report warned that 
it will be necessary for states to 
take more active measures to 
control the number of fur ani- 
mals trapped annually if the de- 
mand for furs is to be prevented 
from depleting the 
supply. 

The Biological Survey based 
its study on an inventory of 
available figures on the national 
annual “take” and reported that 
while accurate figures are not 
available data compiled from esti- 
mates of 27 states reporting for 
the 1937-1938 season show that 
some 25 species were trapped. 
Heading the list were the musk- 
rat, the opossum and the com 
mon skunk. 

Frank G. Ashbrook, chief of 
the Bureau’s fur resources sec- 
tion, declared: “Although ap- 
proximately $65,000,000 worth of 


raw furs go to the markets from 


domestic 
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trappers in the United States 
and Alaska every year, we don’t 
know whether the country is 
producing 10,000,000 muskrats 
and trapping 17,000,000 or pro- 
ducing 5,000,000 and trapping 
25,000,000. One thing is certain, 
as the inventory of the Bi>logical 
Survey shows, and that is that 
more fur animals are being 
trapped than are being pro- 
duced.” 











Following a luncheon, served 
in one of the large display rooms, 
the dealers again assembled for 
the Duo-Therm sales _presenta- 
tion. They were addressed by 
R. H. Reeder, sales promotion 
manager, who outlined the ex- 
tensive program of national ad- 
vertising which has _ already 
started in the trade papers and 
magazines. A movie film, ac- 
companied by a recording, was 
also shown. It presented pic- 
tures of the Duo-Therm plant 
and the complete line. 


Even though fur animals rank 
as one of the country’s most 
valuable natural resources, com- 
paratively little effort has been 
made to conserve effectively the 
various species. The situation 
is regarded as so critical for 
some of the more valuable fur 
animals such as martens, fishers, 
wolverines and otters that the 
Biological Survey has appealed 
to all state game commissioners 
to protect these animals with a 
five-year closed period to forestall 
their extermination. 





LAMSON & SESSIONS NEW 
SALES APPOINTMENTS 


Robert E. Black has been ap- 
pointed to the sales department 
of the Chicago plant of The Lam 
son & Sessions Co., of which W. 
M. Olsen, vice-president, has 
charge. 

The Lamson & Sessions Com- 
pany has also appointed The J. J. 
Brown Sales Company, 129 West 
Second Street, Los Angeles, and 
420 Market Street, San Fran- 
cisco, sales representatives for 
California. The Los Angeles 
office is under the personal direc- 
tion of Jim Brown, and the San 
Francisco office is under super- 
vision of W. Barret Brown. 





PHILADELPHIA MERCHANTS- 
MFRS. ASS'N PLAYS GOLF 


The Philadelphia Hardware 
Merchants and Manufacturers 
Association held its third annual 
golf tournament, Wednesday, 
Aug. 9, at the Lancaster, Pa., 
country club under the auspices 
of “Dean” Amos Herr of Herr 
& Co., and The Safe Padlock & 
Hardware Co., the E. T. Fraim 
Lock Co., and the Slaymaker 
Lock Co., all of Lancaster. Be- 
tween 50 and 60 members attend- 
ed the affair and enjoyed a round 
of golf and the dinner-meeting. 

E. C. Griswold acted as master 
of ceremonies and H. L. Gilliam, 
The Wood Shovel & Tool C»., an- 
nounced the plans for the Vir- 
ginia Beach tournament of the 
Eastern Hardware Golf Associa- 
tion, of which he is secretary. 

Jack DeWolfe, Jones & Laugh- 
lin Steel Corp., won low gross 
and Roy Snape, F. W. Winne 
Co., was the runner-up. The low 


net score was turned in by Jack 
Braffet of the Oliver Iron & Steel 
Co., and the high gross by John 
P. Cummings, The A. S. Boyle 


Co. 


A view of the Lancaster Country Club, the scene of the third annual golf party of the Phila- 


delphia Merchants and Manufacturers Assn. 


Some of the 60 attending the tournament are 


enjoying a rest on the club house verandah. 
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HARDWARE AGE WILL AGAIN SPONSOR 
ATLANTIC CITY CONVENTION TRAIN 


As in previous years hardware 
manufacturers and _ wholesalers 
planning to attend the joint con- 
vention of the American Hard- 
ware Manufacturers Association 
and the National Wholesale 
Hardware Association, Oct. 16 to 
19 in Atlantic City, N. J., will 
have the opportunity of journey- 
ing together on the HarpDWARE 
AcE Special. This is a through 
train, requiring no change at 
North Philadelphia and is made 
up of modern air-conditioned all- 
Pullman equipment, providing a 
maximum of comfort. 

Leaving Chicago, Saturday, 
Oct. 14 at 11:00 A M. standard 
time, it arrives in Atjantic City, 
Sunday, Oct. 15 at 9:15 A. M., 
permitting a full day in Atlantic 
City before the convention off- 
cially gets under way. Sufficient 
connecting points have been ar- 
ranged for the convenience of 
delegates coming from Kansas 
City, St. Louis, Cincinnati, Co- 
lumbus, Pittsburgh, Louisville, 
and other cities en route. A 
Alliance, Ohio. 


The time schedule is: 


HARDWARE AGE SPECIAL 
Saturday, October 14 


Standard 


Time 

Lv. Chicago 11.00 a.m. 
Lv. Fort Wayne 1.38 p.m. 
Lv. Mansfield 5.24 p.m. 
Lv. Canton 7.05 p.m. 
Lv. Alliance (special stop) 7.25 p.m. 
Ar. Pittsburgh 9.15 p.m. 
Ly. Pittsburgh 10.35 p.m. 
Ar. Atlantic City, Sun., 

Oct. 15 9.15 a.m. 


HARDWARE AGE SPECIAL 
CONNECTIONS 


Saturday, October 14 


Connect With 

Leave Special Train at 
Detroit 12.40 p.m., Mansfield, Ohio 
Toledo 2.05 p.m., Mansfield, Ohio 
Cleveland 5.00 p.m., Alliance, Ohio 


Youngstown 7.51 p.m., Pittsburgh | 
Louisville 7.25 a.m., Pittsburgh 
Cincinnati 1.00 p.m., Pittsburgh 
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: , : | Atlantic City at a rate of $52.45 
special stop is also being made at | 





To connect with special train at 
Chicago: } 
Friday, Oct. 13, Lv. 

9.00 p.m. 
Saturday, Oct. 14, 


Kansas City | 


Ar. Chicago 8.30 
a.m. 
Friday, Oct. 13, Lv. St. Louis 11.45 


p.m. 

Saturday, Oct. 14, Ar. Chicago 7.00 | 

a.m. 

The new low rail fares now in 
effect offer a saving on round- 
trip tickets to Atlantic City, for | 
example, from Chicago; round- 
trip ticket, good in upper berths 
only, is $42.95; a roundtrip up- 
per berth, $7.80; roundtrip ticket 
lower berths or 


good in room 
accommodations, $47.70; lower 


berth in each direction, $6.30; | 
compartment $17.85, and drawing 
room, $22.05. In sleeping ears | 
where bedroom accommodations 
are available, the bedroom rate 
is $11.35 for one person and | 
$12.60 for two. 

Should delegates be interested 
in visiting New York after at- | 
tending the Atlantic City conven- 
tion, they may purchase roundtrip 
railroad tickets to New York via 


for use in lower berth or room 
accommodations, and $47.55 when 
occupying an upper berth, plus 
the usual Pullman charges. 


Reservations on the HARDWARE | 
Ace Special may be made with | 


| any Pennsylvania Railroad repre- | 


sentative or through Harpware | 
Ace, 239 West 39th St., New | 
York City; 1012 Otis Building, 
Chicago, Ill., and 1836 Euclid | 
Ave., Cleveland, Ohio. 





CONVENTION OF COOKING | 
HEATING APPLIANCE MFRS. 


The Institute of Cooking and | 
Heating Appliance Manufactur- | 
ers, Washington, D. C., will hold 
its seventh annual convention at | 
the Netherland-Plaza Hotel, Cin- | 
cinnati, Ohio, Dec. 13, 14, and 15. 


















Smashing 


SALES RECORDS / 
THE AMAZING 


FLEX: SEAL COOKER 


THE MOST TALKED ABOUT... 
THE MOST PUBLICIZED COOKING 
UTENSIL ON THE MARKET TODAY 


















Home _ econo- 
mists, cooking 
experts who 
write for news- 
papers and magazines, leading hotel chefs, 
and housewives from every walk of life hail 
the Flex-Seal System of cooking as the great- 
est step forward in cooking history. And 
there’s a sound reason for this enthusiasm. 




























Just think of this: The Flex-Seal cooks veg- 
etables perfectly done in 1 minute, retaining 
natural garden colors in all their beauty . . 
gives exciting new ,taste and aroma. . 
Toughest meats tenderized in a Flex-Seal 
Cooker in 35 minutes . . so tender you cut 
with a fork. Flex-Seal saves more of the 
precious vitamins and mineral salts and 
makes food tastier, promoting sound teeth 
and good health. 



















In 50 of America’s leading Housewares Sec- 
tions Flex-Seal has shattered sales records. 
















The Flex-Seal is easy to demonstrate—a joy 
to use. Valuable exclusive dealerships 
available to early applicants. Act now. 


VISCHER PRODUCTS 
COMPANY 


19499 MERCHANDISE MART 
CHICAGO, ILLINOTS 














































1. UNION HARDWARE Roller Skates, backed by a 


famous 75 year old name, are associated with true qual- | 


ity wherever hardware and sporting goods are sold. 


2. UNION HARDWARE Roller Skates are universally | 
popular because of their tough, rugged construction— | 


assurance of long hours of trouble-free skating. 


3. UNION HARDWARE Roller Skates incorporate new 


features of design and construction that have instant sales | 
appeal—mirror-bright nickel finish, double ball race, | 


self-contained steel wheels, best grain leather straps that 
won't cut through or pull out, oscillating trucks with live 
rubber cushions. 


4. UNION HARDWARE Roller Skates are available in a 
complete line. There are styles and sizes for both young- 
sters and grownups—for rink and sidewalk skating. Prices 
are right, too, both for you and the customer. 


Arrange with your jobber TODAY to have UNION HARD- 
WARE Roller Skates on hand to meet early fall demands. 
Your copy of Catalog No. |7, with detailed illustrations 


and descriptions, will be sent on request. 


BEWEE. & YS 
HARDWARE COMPANY 


“U/S. PAT. OFF STABLIS 


sod -4-11 ich aol E ‘CONN. 


NEW YORK OFFICE 


ISI CHAMBERS STREET 
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FOUR SALES EXECUTIVES ADVANCED 
BY G. E. LAMP DEPARTMENT 


The lamp department of Gen- 
eral Electric Company, Nela 


| Park, Cleveland, Ohio, has an- 





L. R. WILSON 


nounced the promotion of four 
sales division executives. 

L. R. Wilson, who for the past 
three years served as assistant 
manager of South Pacific Divi- 
sion, Los Angeles, becomes man- 
ager of North Pacific Division at 
Portland, Ore. Harold A. Olson, 
who for more than two years has 
served as manager of North 
Pacific Division, Portland, Ore., 
leaves this smaller division to be- 


come assistant manager of Atlan- 
tic Division, New York City, the 
largest of G.E. lamp department’s 
seventeen sales divisions. R. B. 
Oliver, assistant to the manager 
of Atlantic Division, New York 
City, has been put in charge of 
all national and syndicated ac- 
counts originating in the New 
York area, to which new work he 
will devote his entire time. W. H. 





HAROLD A. OLSON 


Robinson, Jr., is promoted to the 
assistant managership of South 
Pacific Division, the post left 
vacant by L. R. Wilson. 











NAT. MINERAL WOOL DAY 
OBSERVED AT N. Y. FAIR 


National Mineral Wool Day 
was observed July 13, at the New 
York World’s Fair, by members 
and guests of the National Miner- 
al Wool Association. More than 
350 members of the industry, 
business paper editors and others 
interested in home building and 
modernization attended the lunch- 
eon sponsored by the organiza- 
tion at the Casino of Nations. 


Following the meeting which was 
in charge of C. W. Poe, C. W. 


| Poe & Co., Cleveland, Ohio, presi- 
| dent of the association, members 


and guests enjoyed a bus tour of 
the exhibit area of the Fair at 
which time they passed many of 
the 56 buildings at the Fair 
which are insulated with mineral 
wool. Later members and guests 
took a bus trip to E. Floral Park, 
Long Island, to inspect summer 
comfort test homes, erected by 
the association to determine the 
cooling effect of insulation in ex- 
terior walls and roofs of dwell- 
ings. 

A. Warren Canney, air condi- 
tioning consultant, spoke on the 
need for thorough insulation of 
house walls and top floor ceilings 





to improve the performance of 
heating and air conditioning sys- 
tems. He declared that satis- 
factory performance of air con- 
ditioning equipment will depend 
on the nature of the walls and 
roof that enclose it. Mr. Canney 
stated that the most perfect air 
conditioning installation will sat- 
isfy about 98 per cent of all the 
people. 

Thomas G. Grace, New York 
State Director, Federal Housing 
Administration, stated that that 
administration believed in and 
recommended the use of insula- 
tion. He announced that F.H.A. 
loans in New York State, during 
the first six months of this year 
had shown an increase of 80 per 
cent. R. H. Shreve, Shreve, Lamb 
& Harmon, architects, spoke on 
“Mineral Wool as an Insulation 
for Masonry Walls,” telling how 
mineral wool insulation is being 
used in the new apartment house 
development of the Metropolitan 
Life Insurance Co. Because time 
was limited the address on “En- 
gineering Tests of Mineral Wool,” 
to be given by Prof. Frank B. 
Rowley, University of Minnesota, 
was not given, copies of the pa- 
per being distributed to all 
present. 
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MORE STRINGENT REGULATIONS LIKELY 


TO GOVERN LABELING OF IMPORTS 


(Washington Bureau 
of HARDWARE AGE) 

More stringent _regulations 
governing the labeling of im- 
ported products, requiring manu- 
facturers and distributors to in- 
dicate the country of origin if 
the major component part of the 
product is imported, would be- 
come effective under a bill which 
is expected to be revived next 
session. 

Introduced in the House by 
Representative J. Harold Flan- 
nery, Democrat of Pennsylvania, 
the’ measure would require any 
person—and this could include 
an individual, a corporation part- 
nership, an association or a joint- 
stock company—to mention the 
country of origin in labels and in 
any advertising matter dissemi- 
nated. The term “imported 
article” is defined to include 
“any product, thing, or material 
which is the result of products, 
things, ingredients, parts, or 
materials having been manufac- 
tured, fabricated, constructed, as- 
sembled, compounded, blended, 
or otherwise brought together in 
the United States, to make up 
the product, thing or material, 
where products, ingredients, 
parts, or materials constituting 
the major proportion, either by 
volume, weight or value, of the 


product, thing, or material have 
been imported from a foreign 
country.” 

The labeling provision stipu- 
lates that the product or its im- 
mediate container shall clearly 
show in a conspicuous place the 
country of origin where the ma- 
jor component was produced but 
contains the safeguard that the 
label shall not imply that the 
article as a whole has been im- 
ported. Violation of either the 
labeling or advertising provisions 
of the law would constitute an 
unfair and deceptive act or prac- 
tice in commerce within the 
meaning of section 5 of the Fed- 
eral Trade Commission Act. 

Some 21 odd complaints were 
lodged against the proposal this 
session with a House Interstate 
Commerce Sub-committee, which 
is headed by Representative 
Crosser, Democrat of Ohio. Al- 
though the committee has de- 
clined to make these protests 
public, it is understood that the 
basis of many of the complaints 
is that difficulties in administer- 
ing such a law would be insur- 
mountable. There seems little 
doubt that the proposal is ap- 
plicable to a wide range of prod- 
ucts not now covered by import 





labeling laws. 








NEW DISTRICT MANAGERS 
FOR RANGE CONCERN 


Two new district managers have 
been appointed by A. J. Linde- 
mann & Hoverson Company, Mil- 
waukee. Wis., according to an 
announcement made by H. A. 
Halvorson, general sales manager 
of the company. 

N. A. Engler, who has been 
contacting the range trade about 
New York for the past 10 years, 
is now representing the company 
in New England and New York 
territory. Ray Sullivan, also a 
veteran at range selling, is now 
a company representative in Chi- 
cago’s metropolitan area. 





AUSTRALIAN JOBBER 
TO VISIT U. S. 


Leslie D. Davis, director of S. 
Hoffnung & Co., Ltd., wholesale 
distributor, 153-157 Clarence St., 
Sydney, Australia, is planning a 
visit to the United States and 
will arrive some time after Sept. 
21. His company travels about 
one hundred men over most parts 
of Australia. Among its large 
variety of merchandise the firm 
distributes, hardware, crockery, 





earthenware, glassware, painters’ 
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materials, electrical goods, ap- 
pliances, and radios, cutlery, 
clocks, sporting goods, and store 
and window fittings. The com- 
pany also is exclusive distributor 
in Australia for several American 
hardware firms. 

While in this country, Mr. 
Davis will visit the offices of 
HarpwareE Ace. We shall be 
happy to hold mail for his ar- 
rival. 


PITTSBURGH PLATE GLASS 
TO MODERNIZE PLANT 


A $1,700,000 modernization 
program for the Pittsburgh Plate 
Glass Company No. 4 works at 
Ford City, Pa., has been an- 
nounced by H. S. Wherrett, presi- 
dent. 

“The project,” Mr. Wherrett 
said, “involves a reconstruction 
of nearly half the furnace capac- 
ity of the plant. A portion of 











the pot furnaces will be replaced 
with a new continuous tank and | 
lehr, similar to the one recently | 
installed at the company’s Crystal | 
City, Mo., plant. 

“The modernization program 
also involves a revision of batch 
handling equipment at the plant. 
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No. 1735 
Wrought Steel Screen Door Sets 





GRIFFIN | 
HINGES | 


AND WROUGHT STEEL 


HARDWARE 








No. 780 





* No. 1925 
Wiought Stee! Gorage Hardwore 





: Quality Products Manufactured Since 1899 


CNManufacturing Company 








WEW YORK: 45 Warren St 





CHICAGO: 162 NM. Clinton St. 


ERIE, PENNSYLVANIA 


MANUFACTURERS 








AGENTS 


BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 

















PIERCE NAMED GENERAL SALES MGR. 
OF KELVINATOR DIVISION 


Appointment of Frank R.; Vacuum Cleaner Company of De- 
Pierce as general sales manager  troit. 
of the Kelvinator Division of Mr. Pierce has been ¢ nnected 
Nash-Kelvinator Corp., Detroit, with the electric appliance in- 
dustry since 1920, when he joined 
the Frigidaire distributing  or- 
ganization in Philadelphia. He 
worked as a retail salesman, 
progressed to sales supervisor 
and then to sales manager of the 
Philadelphia organization, and 
in 1932 was called to Frigidaire 
headquarters at Dayton, where 
three years later he was made 
manager of the entire household 
sales division of Frigidaire, a 
position he resigned to accept 
lthe Kelvinator sales director- 
| ship. 

As general sales manager of 
| Kelvinator, Mr. Pierce will direct 
| the sales of all products made 





tor Corp., and he will assume 
| his duties at Detroit immediately, 
| Mason announced. Kelvinator 


FRANK R. PIERCE 


by this division of Nash-Kelvina- | 


manufactures electric refrigera- | 


Mich., has been announced. Mr. | tors, ranges, ironers, washing 
Pierce succeeds Henry W. Bur- | machines, water heaters, air- 
ritt, who resigned last week to | conditioning equipment and com- 
become president of Eureka | mercial refrigeration equipment. 


COMMERCIAL STANDARD productive capacity of the indus- 
FOR CAST IRON ENAMELED | try must indicate their willing- 

WARE ness to adhere to the recom- 
mendation before it is officially 
published by the Bureau of Stand- 
ards. 


\ commercial standard for cast 
iron enameled ware designed to 
improve the general serviceability, 
quality and acceptance of this | 
ware to the mutual advantage of 
all concerned, has been announced 
by the National Bureau of Stand-  £ 


. Eason, president and 
ards, Department of Commerce. 


general manager of the American 

The standard was proposed by | Handle Co., Jonesboro, Ark., has 
the Sanitary Cast Iron Enameled | disposed of his interest in the 
Ware Association and embodies company to M. P. Welsh, Theo- 
some changes suggested by the | dore C. Rose, and Miss Ruth 
35 interested national organiza- | Crawshaw, who now comprise the 
tions to whom it has been sub- | «xecutive personnel of the firm. 


mitted for comment. Mr. Welsh was elected presi- 


Minimum physical performance | dent and although he will not be 
requirements for sanitary cast 
iron enameled ware such as bath- 
tubs, lavatories, kitchen sinks, 
laundry trays, drinking fountains 
and similar fixtures are provided 
for. 

These requirements pertain to 





material, thickness warpage, en- 
ameling, acid resistance and other | 
factors concerning the service- | 
ability of such products. 

The recommendation as now | 
formulated has been forwarded to | 
manufacturers, distributors and | 
users of sanitary cast iron en- | 
ameled ware with a request that | 
they indicate their acceptance if | 
it is believed that the proposal | 
is constructive to all interested | 
parties. | 

At least 65 per cent of the 





M. P. WELSH 


62 





ANDREW G. DELLA POZZA 


JOHN H. GRAHAM & CO. 
ADDS TO COAST STAFF 


John H. Graham & Co., Inc., 
announce the addition of a new 
salesman to cover part of the 
Pacific coast territory. Andrew 
G. Dalla Pozza will cover the 
northern section of the Pacific 
coast area, making his head- 
quarters in Seattle, Washington. 

Mr. Dalla Pozza has _ been 
with John H. Graham and Com- 
pany for a number of years, is 
fully familiar with the lines 
which they handle, and it is the 
company’s belief that with this 
addition they will be able to ren- 
der improved service to the trade. 

E. F. Harding will continue to 
represent the company in the 
southern section. 


actively engaged in the operation 
of the business, he will act in an 
advisory capacity. He had been 





president of the company for a | 


number of years until 10 years 


ago, when he retired. Mr. Rose | 


was elected vice-president and 
general manager in charge of all 
operations. He has been asso- 


| 


ciated with the company in an | 





THEODORE C. ROSE 


CENTRAL STATES CLUB 
PLANS PARTY PRIOR 
TO GOLF MEET 


The Central States Hardware 
Club, Inc., Chicago, IIl., on Wed- 
nesday, Sept. 13, will hold its 
annual get-together party for 
members and guests prior to en- 
training for the Hardware Golf 
Association tournament at Ex- 
celsior Springs, Mo. The party 
and dinner will be held in the 
club’s rooms, second floor, Lon- 
don-Guarantee Bldg., 360 N. 
Michigan Ave., Chicago. An 
afternoon and evening of enter- 
tainment will be provided from 
4:00 p. m. to train time with 
dinner served at 6:00 p. m. 

Messers E. R. Swift, The Stan- 
ley Works, president, and R. A. 


| Sundvahl, The Corbin Screw 


Corp., secretary-treasurer of the 
Hardware Golf Association, will 
act as hosts. 


ATLAS USING NEW 
PLANT ADDITION 


Production capacity at Atlas 
Press Company, Kalamazoo, 
Michigan, has again been in- 
creased by a recent plant addi- 
tion which provides new work- 
ing area of 17,000 sq. ft. The 
added floor space steps up manu- 
facture of the company’s lathes, 
shapers, drill presses, and arbor 
presses. An addition of approxi- 
mately the same size was com- 


pleted in November, 1937. 


NEW OFFICERS ELECTED FOR AMERICAN HANDLE CO. 


official position for 16 years when 
he was made sales manager. Pre- 
viously, for 10 years, he was em- 
ployed as a shipping clerk in the 
company’s stock room. Miss 
Crawshaw is now secretary-trea- 
surer. She has been associated 
with the company for 27 years, 
having started as stenographer 
and then becoming bookkeeper. 





RUTH CRAWSHAW 
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HENRY W. BURRITT BECOMES HEAD 


OF EUREKA VACUUM CLEANER CO. 


Henry W. Burritt has assumed 
the presidency and general man- 
agership of the Eureka Vacuum 





HENRY W. BURRITT 


Cleaner Company, Detroit, Mich. 
With Mr. Burritt taking over the 
presidency of Eureka, Fred War- 
dell, president and founder of 
the company, which was estab- 
lished in 1910, becomes chair- 
man of the board. 

Mr. Burritt has been in the 
refrigerator and electrical appli- 
ance business since 1926, when 
he was engaged to operate the 
Leonard Refrigerator Company, 


BELCHER & LOOMIS LIQUIDATION COMPLETED 
AUGUST 1. 1939, PAUL J. POLKE ANNOUNCES 


Paul J. Polke, for the past four 
and one-half years vice-president 
and general manager of Belclier 
& Loomis Hardware Co., Provi- 
dence, R. I., announces that on 
August 1, 1939 complete liquida- 
tion of that business was effected. 
This is in accordance with a plan 
of voluntary liquidation of the 
firm as decided in January of 
this year. 

Mr. Polke, now taking a brief 





| 


| 
| 
| 





PAUL J. POLKE 
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|} nounced the 
| Harry H. Newman as factory 


| ciation with the electric appli- 


| when he was identified with a 


Crowley-Milner Department Store 
| and 10 years with a contemporary 
| washing machine manufacturer, 
as Michigan District Manager, 
gives him a wide acquaintance- 
ship in appliance circles in that 
area. 


| will be at 3782 Tyler St., Detroit, 
Michigan. 


|Grand Rapids, Mich. He was 
president and general manager 
of that company in 1927 when it 
was merged with Kelvinator Cor- 
poration, which has 
merged with Nash Motors to be- 
come Nash-Kelvinator Corpora- 
tion. 


since 


He was named vice-president 
with the first merger, and after 
the consolidation with Nash, he 
became vice-president in charge 

| of sales of the Kelvinator Divi- 
sion of Nash-Kelvinator Corpora- 
tion. 

For many years, Mr. Burritt 
has been a leader in the Nation- 
al Electric Manufacturers’ Asso- 
ciation and other industry activi- 
ties. His wide acquaintance 
among distributors and dealers 
of many classifications, plus his 
broad knowledge of every phase 
of the appliance business, his 
associates say, will serve him well 
in his new capacity and will 
be a definite asset to the Eureka 
Company. 

Since its inception, the Eure- 
ka Vacuum Cleaner Company, 
operation of which Mr. Burritt 
will actively direct, has sold more 
than 3,000,000 vacuum cleaners, 
confining its activity to this type 
of product until recently, when 

it added a portable electric range 
to the line. 





vacation, has made no definite 
plans for the future other than 
his desire to resume active busi- 
ness after Labor Day, September 


4, 1939. 


NEWMAN IN MICHIGAN 
FOR BLACKSTONE MFG. 


The Blackstone Mfg. Co., Inc., 
Jamestown, N. Y., recently an- 


appointment of 


representative for the Michigan 
territory. Mr. Newman’s asso- 


ance industry dates back to 1920 


prominent vacuum cleaner manu- 
facturer. Three years with the 


Mr. Newman’s headquarters 
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The Customer is 


Always Right- 












No customer can be wrong 
when he selects the right tool. 
And the right tool in this par- 
ticular case is the Greenlee 


Automatic Push Drill. 


Just look it over and see for 
yourself. Note the handle 
arrangement, which provides 
a magazine for the eight drill 
points. Also note its splendid 
balance, its high finish, and 
best of all, its construction, 
which insures satisfactory 
operation at all times. 


Two Styles of Handles 


Either of two styles of handles 
are available. Both have the 
magazine arrangement for 
holding drill points. In the 
transparent handle they are 
fully ¢isible, while the wood 
handle has a transparent ring 
next to the metal cap, making 
only the tips visible. 


Let Us Tell -You More 
About This Tool 


If you are interested in the 
Greenlee Push Drill, let us 
send full information. And 
if you would like to know about 
Greenlee Auger Bits, Expan- 
sive Bits, Chisels, Spiral Screw 
Drivers, Draw Knives, Turning 
Tools, etc., ask for Catalog 
No. 31. Please mention your 
jobber when writing. 


GREENLEE TOOL CO. 
1715 Columbia Ave., Rockford, Ill. 
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A NEW 
AUTOMATIC TOASTER 


at $995 





Stitanlired foe Failte Sila f 
NEW 1940 


WESTINGHOUSE APPLIANCES 


Smart new streamlined styling... 
competitive prices . . . a simplified 
salable line... famous Westing- 
house quality ...immediate con- 
sumer acceptance. Order now from 
your Westinghouse distributor, or > FF ees 
write for catalog and full informa- 
tion to Westinghouse Elec. & Mfg. 
Co., Dept. 9110, Mansfield, O. 





New Automatic 
Waffle Baker 





New Style-Matched 
Twin Waffle Baker 





GET THIS SMART DISPLAY 
..available without charge. Entirely New 
Ask your distributor about it. Percolator Line 


Westinghouse APPLIANCES 
"The hint UA east Keoislance 





EMPLOYERS WILL SAVE $825,000,000 
BY SOCIAL SECURITY AMENDMENTS 


(Washington Bureau 
of HARDWARE AGE) 

Employers will save $825,000,- 
000 during the next three years 
under amendments to the social 
security law approved by Con- 
gress just before adjournment. 
Ranking with elimination of the 
undistributed profits tax as an 
aid to business, the social se- 
curity amendments will effect the 
saving because they freeze the 
1 per cent payroll tax for three 
years instead of allowing it to 
go to 1% per cent next year. 

Just as the social security 
law was passed to offset agitation 
for enactment of the Townsend 
old-age and similar plans five 
years ago, so the amendments 
just approved were designed to 
liberalize benefits for the aged to 
head off “crack-pot” pension 
schemes. In addition to relieving 
the tax burden on employers 
and employees, the approved bill 
makes these changes in existing 
law: 

Advances from 1942 to 1940 
the date when old-age insurance 
benefits will start. 

Raises from $15 to $20 the 
amount the government will con- 
tribute on a 50-50 matching basis 
with the states for old-age as- 
sistance. 

Retention in substantially their 
present form provisions allowing 
states to reduce taxes for unem- 
ployment compensation programs 
after three years’ experience un- 
der their individual systems. 

Liberalizes the old-age insur- 
ance program for aged wives, 
widows, children and aged de- 
pendent parents and_ increase 
Federal grants to states for ma- 





ternal and child welfare voca- 
tional rehabilitation and public 
health work. Payment of pensions 
to 200,000 more elderly persons 
than are entitled to them under 
existing law will make it possible, 
some authorities said, for some 
recipients to get back in pensions 
during the first two months more 
than their total contributions to 
the fund. 

Amendments to the social se- 
curity law, tied up by conferees 
for weeks because they were un- 
able to iron out differences be- 
tween the House and Senate ver- 
sions, had been given up as lost 
when an eleventh-hour revival 
brought rapid action. 





REEVES ON WEST COAST 
FOR W. C. HELLER 


H. E. Reeves Co. has been ap- 
pointed direct factory representa- 
tive on the pacific Coast for W. 
C. Heller & Co., Montpelier, 
Ohio. Mr. Reeves is prepared to 
render a store planing service to 
coast hardware dealers. 





CORRECTION 


In the news item on page 91 
of the Aug. 10 issue of Harp- 
WARE AGE, we announced that 
Joseph DeJure had established 
himself as a manufacturers’ rep- 
resentative with offices at 410 
Commerce St., Philadelphia, Pa. 
Mr. DeJure was at one time gen- 
eral sales manager for the Phila- 
delphia Lawn Mower Co. This 
company’s address was _ incor- 
rectly given as Primos, Delaware 
County, Pa. The correct address 
is 4250 Wissahickon Ave., Phila- 
delphia, Pa. 











TRAILERS SELL EVANOIL HEATERS 





M. B. Robb, manager of the heating division of Buhl Sons Co., 
Detroit, Mich., distributor for the Evanoil line of circulating 
heaters made by the Evans Products Co., Detroit, Mich., is 
handing an Evanoil “whopper” to A. W. Shields, Evanoil sales 
manager. Looking on are J. C. Goldrick, advertising manager 
for the Evans organization and Ralph Beale, field supervisor. 
In the background is one of Buhl’s trailers used to carry a dis- 
play of Evanoil heaters directly to dealers’ stores. 
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Gold-Plated Key Marks 


Hundredth 


Anniversary of Russell & Erwin 


The Russell & Erwin Mfg. Co., 
New Haven, Conn., during 1939 
is celebrating its one hundredth 
anniversary and in commemora- 





ISAAC BLACK 


tion of this event, is giving a 
distinctive gold-plated anniversary 
master key and calf skin zipper 
key case to owners of all build- 
ings furnished with Russwin 
master keyed cylinder locks. This 
key has a special style bow, 
picturing on one side the bust 
of H. E. Russell and C. B. 
Erwin, founders of the company, 
and on the other side appropri- 
ate wording commemorating the 
anniversary. 

The company was founded on 
Jan 1, 1839, when the copartner- 
ship of H. E. Russell,,Cornelius 
B. Erwin and Frederick P. Stan- 
ley was formed for the manufac- 
ture of locks and builders’. hard- 
ware. A year later, Mr. Stanley 
withdrew and Smith Matteson 
and John H. Bowen became mem- 
bers of the firm, which then 
became Matteson, Russell & Co. 
With the death of Mr. Matteson 
in 1842 and Mr. Bowen’s retire- 
ment from the firm soon after, 
Mr. Russell and Mr. Erwin were 
left in sole ownership. Five years 
later the firm became a_part- 
nership and in 1851 a joint stock 
company known as the Russell 
& Erwin Mfg. Co., employing a 
capital of $125,000.00. With the 
exception of addition to the capi- 
tal stock, the organization as 
formed in 1851 remained until 
the absorption into the American 
Hardware Corp. in 1902. 

Since the beginning, the busi- 
ness has occupied the same site. 
The brick factory which was 
built in 1835 and which was 
used by the new firm in 1839 
still forms a part of the plant. 
It was the nucleus of the aggre- 
gation of buildings which form 
the present plant. The last prin- 
cipal addition to the factory was | 





1939 
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built in 1924 and a new office 
building was erected in 1926. 

The Russell & Erwin line has 
always been essentially locks and 
builders’ hardware. The factory 
acquired at the beginning pro- 
duced plate locks and their 
manufacture was continued with 
the new organization. It was 
there that Philip Corbin made 
locks when a lad, and gained 
the inspiration that resulted in 
P. & F. Corbin. Russell & Erwin 
company was the first to wrought 
steel locks in quantity and they 
were long a major item. It was 
also among the first to specialize 
in solid bronze knobs and escut- 
cheons, which had up to that 
time been imported. With the 
exception of food cutters and a 
few other specialties the com- 
pany’s product today consists of 
locks and builders’ hardware. 

Cornelius B. Erwin was presi- 
dent of the company from its in- 
corporation in 1851 until his 
death in 1885. H. E. Russell 
was the treasurer of the company 
until the death of Mr. Erwin, 
when he became president. For 
the most time he conducted the 
sales from his New York office. 
Benjamin E. Hawley became gen- 
eral manager of the company in 
1911 and continued in this posi- 
tion until his death in 1927. He 
was succeeded by Isaac Black, 
who became associated with the 
company in 1917 as general sales 
manager. He had previously been 
located in Duluth, first with the 
Marshall-Wells Company and fin- 
ally as buyer of builders’ hard- 
ware and tools for the Kelly- 
How-Thompson Co. He is the 
present general manager of the 
Russell & Erwin Mfg. Co. Divi- 
sion and a vice-president of the 
American Hardware Co. 

W. C. Habbersett, the present 
general sales manager, has oc- 
cupied that position since 1932. 
He had previously been in Balti- 
more and went with Russell & 
Erwin in 1925. 





W. C. HABBERSETT 






































In your town and 
along the highways 
leading from it are 
many homes and 
farms without run- 
ning water. There 
is a real wealth of business in 
this market for dealers who 
sell Myers Water Systems. 
Sales records are being estab- 
lished by many Myers Deal- 
ers this year. There never 
was a better time for you to 
‘increase your Water System 
business than right now. 


DISPLAY 


Myers Water Systems at Your 
Local Fair This Summer. Plenty 
of advertising material furnished 
on request. 


THE F.E.MYERS & BRO.CO. 
ASHLAND, OHIO, U.S.A. 





¢, Take Off YourHat—1 
‘oO The 
MYERS 


DUMPS WATER SYSTEMS ‘HAY TOOLS DOOR HANGERS 
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FALL CAMPAIGN PLANS ANNOUNCED 


BY MODERN KITCHEN BUREAU 


The Modern Kitchon Bureau, 
420 Lexington Ave.. New York 
City, has announced its fall pro- | 
gram for electric ranges, electric 
water heaters, electric roasters, 
electric refrigeration and its over- 
all kitchen campaign. 

The electric range campaign 
will capitalize on the interest in| 
the New York World’s Fair and | 
the San Francisco Fair, and the 
Bureau plans to conduct during 
September and October a “Na- 
tional Electric Range Exposi- 
tion.” All material is being built 
to enable the utility and the 





dealer to conduct his own electric | 
range exposition in his own| 
store. A complete plan book 
giving details on this campaign 
and containing full information 
on the use of the tie-in material 
will be available July 15. This 
material will consist of window 
banners, a series of store arrows 
direct mail folders, four news- | 
paper advertisements, radio spot 
announcements, and a_s sales 
training booklet for retail sales- 
men. 

The electric water heater cam- 
paign budget this year will per 
mit small advertisements in na- 
tional magazines, stressing the 
advantages of electric water heat- 
ing and directing the reader to 
his electric company to see the 
new electric water heater and 
ask about the low electric rates 
for electric heating. The cam- 
paign itself is to be conducted 
during September and October, 
the campaign being known as a 
“Time to Change” campaign. 
Special material to enable each 
utility and dealer to conduct its 
own individual sales campaign 
will consist of window banners, 
enlargements of the national ad- 
vertisements, a special direct 
mail campaign of two pieces, 
five newspaper advertisements, a 
selling guide, and visual manual. 
In addition there will be a fall 
window display contest and the 
two quarterly retail salesmen’s 
letter contest. 

Materials available for the 
electric roaster campaign will 
consist of window banners, coun- 
ter cards, tie-in newspaper adver- 
tisements, radio spot announce- 
ments, jumbo posters of the 
national advertisements, and a 
sales training booklet for retail 
salesmen. A slide film will be 
available at cost for dealer meet- 
ings. The complete plan book 
will be available about Aug. 15. 

The Scotch Eskimo campaign 
for electric refrigeration will be 
continued through the fall months. 
Campaign material consists of 
six newspaper advertisements, a 
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window banner, a food store pro 
motion, counter cards in two 
sizes, a sales training booklet. 
and a consumer folder for direct 
mail. Specimens of this material 
will be sent on request. 

For the utility or dealer ac- 
tively engaged in selling the all- 
electric kitchen on the step-by- 
step plan or as an _ ensemble, 
there is available kitchen plan- 
ning kits, booklets on the modern 
all-electric kitchen, counter cards, 
a series of six newspaper adver- 
tisements, car cards, an ani- 
mated window display sign, and 
a sound slide film. 





ACME WHITE LEAD 
FETES OLD TIMER 
Celebrating 50 years of service, | 
C. A. Campbell, vice - president | 
and general manager, Acme| 





White Lead and Color Works, | 


Detroit, Mich., gave a dinner at 


the Grosse Pointe Yacht Club on | 


Lake St. Clair, Wednesday, July 
12, for Samuel A. Bell and about 
40 of his business ass ciates. 
H. D. Whittlesey, executive vice- 
president of the institution was 
the principal speaker. 

Starting as messenger for the 
Detroit White Lead Works, Mr. 
Bell later became shipping clerk, 
after which he entered the factory 
to learn the business of making 
paint. His ability was quickly 
recognized and he became fore- 
man, assistant superintendent, 
then factory manager, which posi- 
tion he held until the consolida- 
tion of paint facilities with Acme. 
As superintendent of inspection 
and testing, Mr. Bell brought this 
important activity to a new high 


|in efficiency. He was recently 


appointed counsel to the research 
division. Sam will, we hope, con- 
tinue to give helpful advice for 
many years to come. 


RECEIVE ROYAL INVITATION 


Mr. and Mrs. Roy MacDonald Syme are reading their invita- 
tion to be presented to King George VI and Queen Elizabeth 
at the British Pavilion at the New York World’s Fair, at the spe- 
cial request of the Queen. Mr. Syme is a lawn mower salesman; 
sales manager for the Essex Lawn Mower Co., East Orange, N. J., 
a sales, service and repair agency distributing such nationally 
known lines as the Moto-Mower, Coldwell, Gravely and Cooper. 
He also operates four large public garages in East Orange, N. J., 
where he makes his home. Mr. Syme, whose grandfather was for 


26 years stationmaster at Glamis, 


Scotland, home of Queen Eliza- 


beth’s family, served as ammunition carrier for the Duke of 
Windsor, then Prince of Wales, during his boyhood in England. 








NEW YORK PAINT GROUP 
NAMES COMMITTEES 


| Michael J. Merkin, 1441 
| Broadway, New York City, presi- 
dent of the New York Paint, Var- 
nish and Lacquer Assn., 360 
Furman Street, Brooklyn, N. Y., 
has announced the following 
committee appointments: trade 
sales, chairman Ralph H. Everett, 
Keystone Varnish Co.; industrial 
sales, chairman Paul S. Kennedy, 
Murphy Varnish Co.; program- 
entertainment, chairman D. J. 
Heely, Spencer Kelogg & Sons, 
Inc.; Clean-Up and Paint-Up, 
chairman, A. E. Horn, A. C. Horn 
Co.; production, chairman Ever- 
itt J. Cole, Manufacturers Var- 
nish Co., Inc.; acquaintance, 
chairman E. S. Blackledge, Devoe 
& Raynolds Co., Inc.; constitu- 
tion and by-laws, chairman, H. 
M. Howard, The Thibaut & 
Walker Co.; credits and collec- 
tions, chairman, Martin B. Wein- 
stock; legislative, chairman. O. 
J. S. de Brun, The Egyptian Lac- 


| quer Mfg. Co.; membership, 


chairman, Thomas J. Starkie, 
Wishnick-Tumpeer, Inc.; public- 
ity, chairman, Maurice W. But- 
ler, American Paint Journal Co.; 
raw materials, chairman, J. P. 
Dunphy, The New Jersey Zinc 
Co.; traffic, chairman, J. J. A. 
Winzenried, Devoe & Raynolds, 
Inc., and transportation, chair- 
man, G. Austin Wharry, G. A. 
Wharry & Co. 


HARDWARE FIRM OBSERVES 
60TH ANNIVERSARY 


J. Herbert Seavey, hardware 
and sporting goods, Dover, N. H.. 
is celebrating the 60th anniver- 
sary of its organization in 1879. 
The original founder, whose name 
the store bears, was born in Ro- 
chester, N. H., in 1847, a farm 
boy. Leaving the farm he gained 
his first hardware experience as 
a clerk in his brother’s hardware 
store and there received the first 
impulse to operate his own busi- 
ness. This ambition was realized 
in 1879 when he purchased the 
present business from George F. 
Rollins & Co. 

In 1916 Mr. Seavey passed 
away and his son, Norman E. 
Seavey, took charge of the busi- 
ness. Today he is assisted by 
Harold E. Clark, in charge of the 
builders’ hardware and paint de- 
partments, 18 years’ of service; 
Guy P. Joy, in charge of sporting 
goods and heavy hardware, 26 
years’ service; Guy Nason, tra- 
veling salesman covering eastern 
New Hampshire and _ western 
Maine, 35 years’ service; Jessie 
M. Caswell, in charge of office 
and accounting, 10 years’ service, 
and Effie F. Simpson, assistant in 
accounting department, 11 years’ 
service. 
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RICHARD H. DURYEE 


Richard H. Duryee, for many 
years in charge of the cordage | 
division and a director of Geo. B. 
Carpenter & Co., Chicago, passed | 
away Aug. 3. He was 85. 

Mr. Duryee began his career in | 
the cordage business in 1891 | 
when he left the employ of D. H. | 
Wilson & Co., a woodenware firm | 
located in New York City, to go} 
to Chicago to take charge of the 
accounting department of the Na- 
tional Cordage Co. He remained | 
with the National and the United | 
States Cordage Co. until 1895 
and later was the western repre- 
sentative of the Union Selling Co. 
with headquarters in Chicago. | 
After the dissolution of the Union | 
Selling Co., Mr. Duryee became 
associated with Geo. B. Car- 


penter & Co. as manager of the 
cordage division, which position 
he held until his retirement in 
1921 at the age of 67. 


JAMES T. PATTERSON 


James T. Patterson, 58, presi- 
dent and treasurer of the Corn- 
wall and Patterson Corp., Bridge- 
port, Conn., passed away Aug. 6. 
A native of Bridgeport, Mr. Pat- 
terson was engaged in the bank- | 
ing business prior to becoming | 
head of the hardware corporation. | 
A son, J. Tyler Patterson, Jr., | 
survives. 


$1,380,000 WILDLIFE MONEY GOES TO 35 STATES 


Allocation of $1,380,000 to 35 
states for the protection and de- 
velopment of wildlife resources 
under the Pittman-Robertson Act, 
effective in July, 1938, has been 
announced by the Interior De- 
partment through the Bureau of 
Biological Survey, the agency ad- 
ministering the law. 

Michigan, New York, and Texas 
received the three largest allot- 
ments, made in accordance with 
the size of the states and the num- 
ber of hunting licenses they sell. 
Pennsylvania, Ohio and California 
rank fourth, fifth and sixth, re- 
spectively. States failing to in- 
dicate within a 60-day period that | 
they desire a share of the funds, | 
forfeit their allotment to the In- 
terior Department. On the other 
hand, states failing to propose a | 
project during the year but cther- | 
wise indicating a desire to par- | 
ticipate in the program may have | 
their allotments reserved for the | 
succeeding year. 

Participation requires assent to | 
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| on North Hanover St. in Carlisle. 
| and for the past few years oper- 


WILLIAM KELLER | 
William Keller, 43, associated | 
with the retail hardware firm of | 
M. Keller & Sons, 888 Third | 
Ave., New York City, passed | 
away Aug. 13. Mr. Keller had | 
been with the hardware store 
continuously for 27 years with 
the exception of two years, dur- 
ing which he served with the 
United States Navy during the 
World War. He leaves his widow 
and two children. 


JOSEPH H. CROUCH 


Joseph H. Crouch, 70, in the 
hardware business for a number 
of years, passed away at McKin- 


ney, Tex. His widow, a sen, and 
a daughter survive. 


WILLIAM J. SNYDER 


William J. Snyder, 51, hard- 
ware merchant of Carlisle, Pa., 
passed away suddenly, following 
a heart attack. For 17 years he 
operated a large hardware store 


ated a store on East High St.. 
Carlisle. His widow and a 
daughter survive. 
WILLIAM N. WALKER 
William N. Walker, 45, well 
known hardware merchant of 
Tu&cumbia, Ala., passed away re- 


cently. His widow survives. 


the act, payment of not less than 
25 per cent of the cost of projects. 
and passage of state conservation 
laws including prohibition agains! 
diverting hunting-fishing license 
fees for purposes other than ad- 
ministration of the state fish and 
game department. Under the pro- 
gram, Congress may annually 
make an appropriation equal to 
the revenue from the Federal tax 
on firearms, shells, and cartridges. 
In former years this has amounted 
to about $2,750,000 annually. This 
year’s appropriation is for $1,500.- 
000, of which $120,000 is being 
used for administrative purposes. 

In 1938, the first year of opera- 
tion under the program, 58 re- 
search, land-acquisition and de- 
velopment projects were under 
way in 32 states and 36 other 
projects awaited final approval. 
These resulted from a $1,000,000 
appropriation. States ineligible 
to participate include Georgia, 
Louisiana, Montana, Florida and 
Nevada. 
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It’s so down-right handsome that your customers 


can’t resist the successful combination of genuine 
old-fashioned earthenware and the sparkling, mod- 

It’s a popu- 
that'll 


ern beauty of highly polished chrome! 
utensil 


lar-priced, cooking-serving open 
purses in a hurry! 

Dome-shaped, flavor-saver cover is equipped 
with grooved composition knob. Two easy-grip 
loop handles, firmly attached to the modern, 


straight-sided, pierced chréme base. Heavy rim of 
the oven-proof earthenware bowl has been accented 
by classic fluting. Available in rich, lustrous Brown 
Betty color or in Green, Yellow, Burgundy or Blue 
pastel tints. Knob atop cover carries out color 


scheme selected. 
Send today for full details about how to use this 
brand new cooking-serving utensil in your house- 
Delay means money out of your 


wares department. 
pocket! 


te | 
6 


- 
= 


x 


NEW CATALOG, JUST OFF THE PRESS! 
Get your free copy today. . . de- 
scribing and illustrating complete 
line of Everedy Chrome Cook Ware! 
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‘The EVEREDY CG. 


EAST STREET. FREDERICK, MARYLAND 
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NORGE EXTENDS SALES AUTHORITY 
TO MEET EXPANDING BUSINESS 


A concentration, coordination 
and strengthening of Norge ex- 
ecutive merchandising authority 


to meet expanding business con- 





M. G. O"HARRA 


ditions in all lines, is announced 
by Norge Division, Borg-Warner 
Corp., Detroit, Mich. 

Under the provisions of the new 
Norge merchandising program, 
M. G. O’Harra, vice-president in 
charge of sales of all Norge 
household appliances is given 
new and weightier responsibili- 
ties. 

In his new position, Mr. O’- 
Harra will direct the entire sales 
activities of Norge Division. He 
has been associated with Norge 
since 1930 when he came from 
the United States Rubber Co., 
where he had been general sales 
manager of the G & J Tire Co. 
division. He was instrumental | 
in the establishment of the Norge 
Corporation of New York as a | 

| 





factory branch and directed the | 
sales activities of Norge in the | 
eastern part of the country until 
1935, when he was brought to 
Detroit and made vice-president 
and general sales manager of the 
Detroit Vapor Stove Division, 
Borg-Warner Corp. In this ca- 
pacity, he also served as sales | 
manager of the Norge range divi- | 
sion. He has been closely asso- | 
ciated with Norge distributors | 
and dealers during the past 9 | 
years. 

Working directly under Mr. | 
O’Harra will be James A. Ster- 
ling, who becomes general mer- 
chandise manager and is charged 
with the responsibility of direct- 
ing merchandising plans for all 
Norge products, thus centralizing | 
sales, advertising and sales pro- | 
motion direction. Mr. Sterling | 
has directed Norge advertising 
and sales promotion for the past | 
9 years. 

Mr. O’Harra has also promoted | 
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Charles E. Smith and J. M. Ten- 
ney. Mr. Smith as range divi- 
sion manager, will supervise sales 
activity on all range lines. Mr. 








JAMES A. STERLING 


Tenney, who was formerly Norge 
western sales manager, becomes 
assistant sales manager in charge 
of all field business development 
activities. 


The primary purpose of the 
new Norge Merchandising Pro- 
gram, it is announced, is to se- 
cure a closer liaison between 
dealers and distributors in the 
front line trenches and the sales 
executives at the home office. 

The new program merges sales, 
advertising and sales promotion 
direction for all Norge products 
in a compact group so that while 
these activities will take diverse 
forms to serve differing types of 
merchandise, the coordinated 
planning will run from the top 
through the same manpower. 





GEORGIA DEALERS FORM 
THEIR OWN ASSOCIATION 

At a meeting in Atlanta, Ga., 
recently, organization of the 


Georgia Retail Hardware Asso- | 


ciation, Inc., was effected. Officers 
elected are: president, H. Kilpat- 
rick, Thomaston; vice-president, 
R. A. Norris, Covington; direc- 
tors, Alvin B. Wight, Cairo; Har- 
vey L. Alexander, Atlanta, and 
H. B. Seckinger, Glennville. 


Robert K. Boswell will serve | 


as secretary of the organization 
under the supervision of the Na- 
tional Retail Hardware Asso- 
ciation. 


BROOKLYN ASSN. PLANS 
FALL BEACH OUTING 


The Brooklyn Hardware Asso- 
ciation will hold its annual 
“Dutch Treat” outing, Monday, 
Sept. 11, 1939, at Jones Beach, 
Long Island. The program in- 
cludes golf, baseball, and other 
games as well as swimming. A 
chicken dinner will be served at 
7:00 p.m. atthe Brauhaus Hotel, 
Sunrise Highway, Baldwin, Long 
Island. Tickets, including din- 
ner, are $3.00 each, and may be 
secured from the chairman of the 
outing committtee, Sidney Atkin- 
son, 4 Ralph Ave., Brooklyn, New 
York. 


MASBACK HARDWAREHOLDS 
ANNUAL SUMMER OUTING 


| The entire sales force and 
executive staff of the Masback 
Hardware Co., 326-338 Hudson 
St., New York City, wholesale 
hardware firm, held its annual 
picnic, Wednesday, July 19. The 
program for the day included a 
boat ride up the Hudson River 
| to Indian Point. The main event 
of the day was a soft ball tourna- 
ment. Other activities included 
| tennis and swimming. 

















DEVOE & RAYNOLDS ON THE HIGHWAYS 


Be 
3 





Devoe & Raynolds Co., Inc., 1 W. 47 St., New York City, has recently outfitted eight motor- 

ized displays that will be used by the company’s field men to call on hardware dealers and 

wholesalers. These eight are the forerunners of a fleet that will eventually total 80. These 

traveling displays carry more than 1,000 different types of brushes, all arranged for the most 

convenient and accessible display to customers. The trucks are completely insulated for RCA 
sound equipment and also carry slide film equipment. 
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ABRA 


LOVER 


Quality and Service Since 1907 


SIVE-COATED PAPERS .“ CLOTHS 
GRINDING .“ LAPPING COMPOUNDS 


CLOVER MFG. CO. 








FRICTION- 
LESS 
2 
ATTRACTIVE - 
DESIGN 
e 
QUIET, 
SMOOTH 
ACTION 


A 
PROFITABLE 


ITEM 
© 


STURDY 
CONSTRUC.- 
TION 
e 
NEEDED IN 
EVERY HOME 

b e 
ROLL IN ANY 
DIRECTION 
e 
BALL 
BUILT BY 
BEARING 
SPECIALISTS 





MODERN CASTERS FOR MODERN HOMES 


66 CME” Ball Bearing Casters are modern, streamlined 

casters which roll along on ball bearings on floors, 
rugs or carpets. A demonstration quickly sells a set of 
“ACMES” and one set sells another. Just roll an “ACME” 
on the counter and a sale is made. 





Increase your caster business and profits 
with “ACME” Ball Bearing Casters. 


Tue ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


12 In. Floor Sander 


Design of sander permits the use of 
a 12 in. machine on a greater range of 
work such as higher speed for straight- 





away sanding on large areas, and com- 
pact, easy to maneuver in smaller 
spaces, dustless and equipped with de- 
tachable motor; is easy fo handle to the 
job and from floor to floor. Drum, bal- 
anced throughout its entire length, is 
said to effect great savings in abrasive 
paper, and even pressure permits faster 
working and eliminates fear of digging 
in. Other features of this Speedmatic 
12 in. are: swivel dust bag, positive dust 
control, instant drum alignment, re- 
silient rubber mounted drum bearings. 
Porter-Cable Machine Co., Syracuse, 
N.Y. 


Glass Brewer Catalog 


The Glass Coffee Brewer Corp., Chi- 
cago, in a new catalog presents an en- 
tirely new typé of coffee brewer in a 
complete line. The principles of fast- 
brewing and temperature control are 
retained in steady-standing models 1% 
in. lower than previous models of like 
capacity. They have wide-neck decan- 
ters that freely admit a hand with dish 
cloth for cleaning. Platinum stripings 
serve as a gage to capacity as well as 
decoration. Handles, hinged decanter 
cover, measuring cup, and stand for 
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upper glass are all in matching ivor-tone 


Bakelite, or black Durez. Most of the 


new models are supplied with the Cory 
glass rod filter in addition to the “Fast- 
Flo” filter. Copy of catalog available. 


Battery Connector Plate 


Exclusive with battery fence con- 
troller. This new type connector is said 
to insure proper battery connections and 
eliminate chance of short circuit be- 


Pe 
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tween calls. All connections are auto- 
matically made when plate is placed on 
batteries. Diller Electric Co., Kokomo, 
Ind. 


**Rotite”’ Clothesline Reel 


Holds 200 feet of clothesline which 
can be wound or unwound quickly and 
conveniently. Unwinding is accom- 














plished by holding one handle and 
walking. To wind up the line, it is only 
necessary to crank. Reel is formed 
from No. 7 wire, electrically welded 
and enameled in red with green hard- 
wood handles. Rotite Mfg. Co., Way- 
side Ave., Cleveland, Ohio. 








Lufkin Display Units 


For tape rules and spring joint rules. 
Cases are of metal with glass front and 
practically theft-proof. Trays bear 
stock number and regular retail price 
of each item. Each sells for regular 


price of merchandise only, there being 
no charge for cases. Unit No. 10 total 
10 tape rules; dealer’s cost, $6.71; re- 
tail value, $10.05. Unit No. 11 includes 
1 2/3 doz. wood rules; dealer’s cost, 
$6.68; retail value, $9.98. The Lufkin 
Rule Co., Saginaw, Mich. 
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*Rotohot”™ Room Heater 

This unit is an open burner type 
which is said to be capable of develop- 
ing a high velocity and even flow of 


mostly unburned air. Maker states its 
high speed heating results from the 
design of the heater’s air ducts and the 
placement of burners which are always 
operated at the “full-on” point withoui 
care or adjustment. This feature is 
credited with unusual fuel economy and 
with the avoidance of overheating and 
its consequent smoke and fume prob- 
Individual burners are turned on 
is needed. 


lem. 
or off as more or less heat 
Other advantages claimed are: cabinet 
not warm for children to touch; 
room heating without hot or cold spots. 
“Rotoheat” is made in a standard two- 








tone, crackle finish in three- and two- 
burner capacities. Cabinet height, 3544 
in., width, 26 in. and depth, 2344 in. 
The Huenefeld Co., Cincinnati, Ohio. 


Garnet Paper Folder 


Behr-Manning Corp., Troy, N. Y., has 
recently printed attractive folders de- 
scribing its Garnet abrasive products. 
finishing paper, cabinet paper, roll 
paper, cloth, waterproof paper and Gar- 
net combination. 


Socket Screw Drafting Chart 


Shows at a glance the principal di- 
mensions of all the standard sizes of 
socket screws and on the reverse side 
are formulas for socket heat cap screw 
thread dimensions, tables giving set 
screw part dimensions, as well as other 
data. The Parker-Kalon Corp., 200 
Varick St., New York City. 
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SOCKET SCREWS 
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**Casco” Flexible Cement 


Contains liquid rubber and is said 
to withstand shocks and 
expansion of dissimilar materials; to 
stick to all surfaces in almost any com- 
bination: metal, wood, plastics, wall- 
board, glass, fabric, leather, 
enamel, felt, paper, etc. Excess is easily 
rolled off fingers and materials with- 
out washing. Put up in_ two-ounce 


the uneven 


plaster, 
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tubes for home, school, and office. As 
introductory deal, dealers may obtain 
two six-tube display cartons, free four- 
page folders in color and a free two- 
color metal demonstrator with samples 
of wood, cork, cardboard, and felt 
Casco-cemented to the metal. This 
cement is also available in one-half pint 
to gallon cans for schools, builders, 
ete. Casein Co. of America, 350 Madi- 
Ave., New York City. 


CASCO 


ALEXTBLE CEMENT 


STICKS Paper. Fate. Cort Peed 


son 


satheer Fett Leta MALt 
te Glass, Metter Pasties 


















ERE are items produced with all 

the experience and skill of a 77 
year old organization — products that 
have an unsurpassed reputation for 
quality and fair prices. 


PECORA 
CALKING COMPOUND 


A leader since 1908, this material will not 
dry out, crack or chip when properly ap- 


plied. Stops fuel losses and helps make 
rooms weather tight. Knife and gun 
grades. Also in handy non-refillable metal 


cartridges for gun shown below. 


PECORA 
CARTRIDGE CALKING GUN 





New Streamlined Model 
At a New Low Price 


We created the cartridge type high pres 
sure gun. In this greatly improved form, 
it has no equal for quick, clean and thor- 
ough work. Cartridges contain approxi- 
mately one quart of Pecora Calking Com 


: igs 


With 3 Nozzles and 
4 Filled Cartridges 
ROOFING CEMENT 
holes and makes perfect joint over 


Shipped Express Collect for 
any material. 


ASBESTOS FURNACE CEMENT 





Plugs 


“Iron will melt where this Cement will 
stand.” 
CASEMENT PUTTY 
For metal casements. Will not craek or 


fall out. 
METAL SASH PUTTY 


Works freely and wilb not wrinkle, sag or 
form oil pockets. 

STOVE & BOILER PUTTY 
Smooth and easy working. Will not harden 
until burned. 

PERFECT PATCHING PLASTER 


True white color for plaster walls, 
new or broken tile 


stucco, 


BOOKLETS 





Pecora Paint Company. Ine. 
Member of Producers’ Counell, Inc. 


Lawrence & Venango Sts., Phila.,Pa. 
Established 1862 by Smith Bowen 
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DISPLAY UNIT STEPS-UP 
YOUR TAPE-RULE SALES 


Here's a tireless worker —a 
salesman that produces busi- 
ness for you every hour of 
the day. Yet it costs you 
absolutely nothing! 


Attractively colorful, this all- 
metal display with glass front 
takes up less than a square 
foot of counter space, dis- 
plays a picked assortment of 
the fastest selling, most pop- 
ular tape-rules in various 
models. 


Put this free salesman to 
work for you now! See your 
jobber — he has this display 
unit in stock. 
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Power Greens Mower 


This new, light weight, low-priced 
power mower, has been developed for 
use on golf greens. Keynote of design 
is the elimination of all dead weight 
without sacrificing strength and durabil- 
ity. Features of construction include: 
new plate type clutch with soft starting 
torque; quick acting, positive reel ad- 
justment; special heat treated, chisel 
hard, seven-blade reel; easily regulated 
and accurate height adjustment; light 
weight ribbed aluminum rear roller with 
differential action; close-coupled grass 
box; light weight rubber-tired ball bear- 
ing transport cart; latest type, self- 
sealing, precision bearings throughout, 





and new type, high speed, self-lubricat- 
ing, gear reduction Briggs & Stratton 
motor. Cooper Mfg. Co., Marshalltown, 
lowa. 


“Pick-Proof” Lock Cylinder 


Francis Keil & Sons, Inc., 401-425 E. 
163 St., New York City, is introducing 
a lock cylinder which it states is 100 
per cent pick-proof. This new cylinder 
is basically the same, as the usual pin 
type lock cylinder. Maker states it has 
unique pin arrangement which performs 
a super locking operation the moment a 
pick, wire, or picking gun or other in- 
strument is manipulated in the key slot. 
Cylinder employs same type wafer pins 
and keys; can be master-keyed to cover 
an extensive range of key changes and, 
being made in both rim and mortise 
styles, can be supplied to fit all cylinder 





type locks, new or old. Packed in at- 
tractive counter display cartons of six 
cylinders with each cylinder individu- 
ally packed in its own box. Cartons, 
display cards, and advertising literature 
now available. 


“Gloramic” Gas Range 
Burner 

Said to have “super” action, speed, 
self-cleaning abilities, performance, ef- 
ficiency. A two part, interlocking as- 
sembly with unique flame dispersion 
and triangular heat distribution has the 
feature of a glazed ceramic surface, 
developed by special process, that is 
said to turn incandescent under fire, 
burning itself clean. Burner is sur- 
rounded by air-washed curtain of sec- 
ondary flame to eliminate wasted heat 
travel along the range top, turning it 
inward and upward against utensil bot- 
tom and its three-point chromed suspen- 
sion. Coveralls, black grates, key plates 
are eliminated. This new burner de- 





veloped by the Gas Products Corp.. 
Chicago, is available in ranges made 
by The Cleveland Cooperative Stove 
Co., Cleveland, Ohio, as shown, and 
the Glenwood Range Co., Taunton, 
Mass. 








Model 12 Skeet Guns 


Winchester has added to its shotgun 
line, 9 Model 12 repeater skeet-guns 
sold with Cutts compensator attached. 
Guns themselves are identical, differ- 





ence being in the compensators. Skeet 
guns will be furnished in 12, 16, and 
20 gages with several selections. Win- 
chester Repeating Arms Co., Division 
of Western Cartridge Co., New Haven, 
Conn. 
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Paint Restorer 


Junior model—maker states it sturdy 
well-balanced construction, fine motor, 
easily serviced lubricating system, in- 
sure long, dependable, trouble-free oper- 





ation. Quick adjusting and rapid mix- 
ing. Motor is % h.p., 110 volt, 1725 
r.p.m., 60 cycle, single phase, A.C. 
Standard—D.C. at slight additional cost. 
Switch and cord attached. Motor 
mounted on_ self-adjusting platform 
which effects quiet operation and smooth 
performance. Capacity, two one-gallon 
cans. Each one-gallon holder also ac- 
commodates three quart cans or several 
smaller cans. $90 f.o.b. Saint Paul. 
Other sizes available. Arlington Ma- 
chine Works, Inc., 668 Jenks St. 


“Yankee” Adds 25-Cent Seller 


North Bros. Mfg. Co., Philadelphia, 
Pa., is offering the “Yankee” Handy- 
man No. 2H ratchet screw driver to re- 


No.2 Mandymatt 
RATCHET SCREW DRIVER 
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tail for 25 cents. With right and left 
ratchet for driving and drawing screws, 
this driver takes care of nearly all small 
screws used in appliances, fixtures, and 
fittings about modern homes. One dozen 
screw drivers are packed for counter 
display in a “Yankee” merchandiser. 
Ivory and black handles are alternated. 


Flexible Firescreen 


“Flexscreen”—frame makes it easily 
portable. Brass pull drops make it easy 
to flick open or closed. Threshold base 
is beveled so hearth may be swept with- 
out removing screen. Mesh hangs in 
graceful drape. When closed automatic 
overlap at the center where flame is 














hottest, doubly protects against flying 
embers. Made in three sizes. Bennett 
Fireplace Co., Norwich, N. Y. 


“Thrif-Kook” Oil Range 


Two burners operate independently of 
each other making for fuel economy. 
Cooking top heated with “Super- 
Charger” burner. “Super-Charger” sec- 








ondary air tube injects blast of heated 
air into oil vapor to give hotter and 
more efficient flame—saves oil and heats 
quicker. Oven burner directs heat into 
bottom of oven, around both sides and 
over the top to flue. Heavy iron well 
accommodates a three-compartment fire- 
less cooker. Well heated by cooking-top 
burner. Three strainers in oil lines pre- 
vent sediment getting to valve. Uses 
nonexplosive No. 1 fuel gas. Electric 
top burners optional. Allen Mfg. Co., 
Nashville, Tenn. 





PICKED 
WINNERS 
—READY 
TO SELL! 
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DISPLAY UNIT 
ATTRACTS CUSTOMERS 


Because it is so attractive 
and colorful, customers are 
naturally drawn to this all- 
metal display with glass 
front. And that means more 
folding rule sales for you at 
absolutely no extra cost. In 
the case are displayed the 
six fastest selling, most popu- 
lar wood rules on the market, 
covering a complete price 
range. To make a sale you 
simply remove tray with 
rules from case. It saves time. 


Add this free salesman to 
your sales force. See your 
jobber — he has this display 
unit in stock. 
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You go faster—and farther—and 
make a greater profit—if vou concen- 
trate consistently on the one best known 
line of small tools—‘Green field” taps, 
dies, screw plates, twist drills, reamers 


and screw extractors, 


Factories, machinists, farmers, 
home workshop owners, all know that 
the “Greenfield” name stands for qual- 
ity. Tools carrying the “Greenfield” 
trademark are accepted without ques- 
tion. 

For many years the needs of retail 
hardware stores have been studied and 
today “Greenfield” offers specially pre- 
pared stocks of quick-moving tools, 
planned to make the hardware store's 
small tool business more profitable. Ask 
about the New No. 1000 Tap. Die and 
Drill Assortment, complete with display 


case, 


GREENFIELD TAP & DIE CORP. 
Greenfield, Massachusetts 


Detroit Plant: 2102 West Fort St. 
Warehouses in New York, Chicago, Los Angeles and 
San Francisco 
In Canada: Greenfield Tap & Die Corp. of Canada, Ltd 
Galt, Ontario 


GREENFIELD 
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Non-Rising Pin 

The Stanley Works, New Britain, 
Conn., has announced a new develop- 
ment to ensure the non-rising of the 
pin in door butts. Pin is secured by 








means of a split ring attached to a 
groove in the pin. This split ring fits 
into a pocket formed in the bottom of 
the top knuckle of the butt. When the 
pin, through the action of the door, at- 
tempts to rise, the split ring comes in 
contact with the inside of the knuckles 
above the pocket and is prevented from 
further rising. 


Five-Gallon “Pourpail” 


Has a pull-out pour spout on top. Lid 
itself, after oil has been consumed, is 
easily removed by prying up the edges. 
Container then becomes suitable for use 
as feed, water, or milk pail. Poster- 
panel on back of package tells Super- 
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VALENA OILY 


Galena sales story. Colors black and 
brilliant red and yellow. Galena Oil 
Corp., Cincinnati, Ohio. 


*Pro-Tex”’ Pad in Color 


Color has been added to the new 
metal-and-asbestos “Pro-Tex” pad. Same 
low prices will be maintained. Choice 





of yellow, green, red or black patterns 
on corrugated surface in three sizes, 
seven by seven in., 14 by 17 in. and 18 
by 20 in. Samples and prices from 
wholesaler or Ballonoff Metal Products 
Co., 5800 Kinsman Road, Cleveland, 
Ohio. 





Universal Kitchen 
Combination 


Consists of food and meat chopper, 
ricer, juice extractor and mixer and 
beater. Price complete, $8.95. The 
mixer-beater and fruit juice extractor 
are combined with a strong, durable 


















stand which eliminates the necessity of 
holding the different units by hand or 
clamping them to a table. Includes 
porcelain enameled bowl and turn table. 
Landers, Frary & Clark, New Britain, 
Conn. 
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WARM 
FRIENDS 


e uth LACLEDE FURNACE CEMENT 


For mounting, setting and repairing joints in Fur- 
naces, Stoves, Heaters, Ranges, Flue Pipe, etc. We 
honestly believe Laclede Cement to be the most satis- 
factory and economical material available. ‘Make 
friends” with Laclede cement—the cement that 


» DRIES FASTER 
» SETS STRONGER 
» LASTS LONGER 


who FIREZIST . . . Plastic Furnace & Stove Lining for 
molding linings by hand in all types of domestic 
: heating equipment. 


ant FOR DESCRIPTIVE LITERATURE 
AND FREE SAMPLES 


LACLEDE-CHRISTY 2 fou 


* Makers of fine heat resisting products since 1844 











PROFIT 


BY THE TREND TO STAINLESS STEEL 


@ It is increasingly easy to sell Carlton Ware. Women 
appreciate its beauty, ease of cleaning and durability. 
You can best meet the trend to stainless steel with 
Carlton Ware. : Ask your jobber. 


THE CARROLLTON METAL PRODUCTS CO. 
Carroliton, Ohio 


CARLTON ino wicket 


STAINLESS STEEL WARE 

















SELL THEM BY THE SET 


Divide sales effort and multiply profits by 
selling labor-saving Forstner Auger Bits by 
the set. Cash in on the need of every wood- 
worker for a complete size range of these 
all-purpose tools by offering them in con- 
venient, compact sets of 9, 11 or 17 bits. 


Forstner Bits, unlike others, are guided by 
a circular rim instead of a center or level. 
The entire cutting surface is working at all 
times leaving a clean, smooth hole regard- 
less of knots 
or grain direc- 
tion. 
4 





Write now for 
catalog which 
describes the 
entire line of 
Forstner Bits 
for hand and 
machine bor- 
ing. 
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Ri N Go eee es COANE C TIC 





AUGUST 24, 1939 

































AUME TACK-POINT 


Corrugated Fasteners 











DO THEIR OWN 


_ SELLING! - 


You can cash in on the steady demand for Acme 
Teck-Point Fasteners. Homeowners, carpenters, 








cabinet makers—everyone who works with wood 
is a prospect. The attractive display carton of 
Acme Fasteners on your counter catches their eyes 
and makes your cash register ring with e tra sales. 
Acme Tack-Point Corrugated Fasteners can be 
used for repairing furniture, making screens. cab- 
inets and other wooden articles. Fasteners are 
available in two types, parallel and divergent. ‘The 
divergent type tends to draw the two pieces of 
wood closer together. The Tack-Point feature as- 
sures easy driving, and the divergent corrugations 
make for stronger joints. Mail the coupon for a 
free sample box. 


If your jobber can't supply you 
write us direct. 





PACKAGED IN 3 POPULAR SIZES 


Fifty fasteners of one size to a box—% x 4, 
Y% x 5, or %& x 5. The display carton contains 12 
boxes. For larger requirements: standard cartons 
of 250, 500 and 1000 fasteners; boxes of 100 
ens. 10 boxes to a carton; and in 100 Ib. 
egs. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Avenue, Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON a PU 


FOR FREE SAMPLE BOX hue 


re 





Acme Steel Company 
2838 Archer Ave., Chicago, III. 


Send me, without charge, a sample box ot 
Acme Tack-Point Corrugated Fasteners. 


Name 


Address 
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Kitchen Heater 


Provides both radiating and circu- 
lating heat, and a cooking unit. Em- 
bodies patented tubular flue construc- 
tion. Has 26 square feet of heat liber- 
ating surface and its 6% in. sleeve type 
burner is said to use 1.8 gallons of oil 
at low and 3.5 gallons at high burning 
every 24 hours. Hot water coil is op- 
tional. Heater is equipped with a con- 
cealed three-gallon oil reservoir and a 





Detroit safety float valve. Door window 
is Pyrex Brand glass. Heater size, 16 
in. wide, 30 in. deep and 33 to 36% in. 
high. Jungers’ Stove and Range Co., 
Grafton, Wis. 


Atkins Window Display 


Six pieces in red, blue, buff, black 
and white. Centerpiece holds an At- 
kins saw and points out the advantages 
of the cutting qualities, the “Perfec- 





tion” handle, and “true taper” grind. 
Four smaller cards feature hacksaw 
frames and blades, pruning saws, cross- 
cut saws, trowels and floats. Banner 
sign labels store “Headquarters for Fine 
Tools.” E. C. Atkins and Co., 410 S. 
Illinois St., Indianapolis, Ind. 


*“World’s Fair” Toys 


No. 7290 New York World’s Fair 
Tractor-Train and No. 3780 New York 
World’s Fair Bus are exact copies in 
miniature. Tractor-train is of cast iron 
and steel with rubber wheels and fin- 
ished in blue and orange. Consists of 
tractor and three trailer cars connected 
by a steel hook. Overall length, 16% 








in., width, 1*%4 in., height, 2% in. Bus 
is 10% in. long, 2% in. wide and 2% 
in. high. Body is finished in two shades 
of blue, striped in white and orange. 
Nickeled grille on rear end. Headlights 
in aluminum bronze finish. Top of bus 
is white with nickeled decorative piece 
at front. Arcade Mfg. Co., Freeport, Til. 


Colson “Trike” 


The Colson Corp., Elyria, Ohio, has 
announced a new “Trike” Model 9-1114, 
built for children from three to eight. 
Equipment includes the New Departure 
frame and unbreakable forged steel 





fork. Model is available in a wide 
range of prices and in many attractive 
color combinations. 


Floor And Window Display 


This display features a cut-away of 
the new ABC “400” cabinet washer. It 
lists the “40 features” and serves both 
the prospect and the dealer and his 
sales force in reminding them of the 
selling points. Display is in red and 
black and is 28 by 36 inches. Altorfer 
Bros. Co., Peoria, Il. 
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Salesmanship and Accounting Stressed at 


American Hardware Supply Co. Meeting 


ALESMANSHIP, interpretation 

of business figures, and reasons 
for success in the retail hardware 
business were subjects discussed at 
the mid-summer meeting of the 
American Hardware Supply 
Co., dealer-owned wholesale house, 
held July 24-25, at the company’s 
headquarters, 41-43 Terminal Way, 
Pittsburgh, Pa. More than 250 
dealers, and their employees at- 
tended the meeting and inspected 
the new model store recently in- 
stalled, which features a complete 
model kitchen. Seventy nationally 
known manufacturers’ displayed 
their lines in a special exhibit dur- 
ing the two-day meeting. 


Oil Heaters 


Ralph W. Carney, vice-president, 
Coleman Lamp and Stove Co., 
Wichita, Kan., following the lunch- 
eon Monday noon, outlined the sales 
opportunities in the oil heater field. 
He emphasized the rapid growth of 
consumer acceptance of this form of 
heating and stated that demand for 
oil heaters has increased faster than 
any other item recently developed. 
Mr. Carney demonstrated important 
selling points on the line and illus- 
trated how to overcome sales objec- 
tions on the part of the customer. 

Mr. Carney also introduced the 
new line of kerosene lamps which 
his company has developed and 


called particular attention to the 
mantle and the fact that it is inter- 
changable with other lamps. Short 
selling demonstrations were given 
on other Coleman products for the 
benefit of dealers and salespeople. 

George G. Hoy, associate editor. 
Harpware Ace, New York, N. Y.., 
stressed the value of adequate busi- 
ness records and proper interpreta- 
tion of figures in the business. It 
is important that every merchant 
know approximate profits or losses 
each month in his business, said 
Mr. Hoy, who outlined how this in- 
formation could be determined for 
any given period. He also stated 
that an approximate inventory figure 
could be secured and that this, to- 
gether with accounts receivable, 
accounts payable, and total cash on 
hand figures, would enable the mer- 
chant to know the result of operat- 
ing policies. Mr. Hoy emphasized 
the importance of this information 
when the business was losing money, 
but pointed out that it was just as 
essential to the profitable concern. 


The Paint Business 


Walter A. Gorrell, vice-president 
and general manager, John Lucas & 
Co., Philadelphia. Pa., traced the 
growth of the paint business with 
American Hardware Supply Co. and 
told of the jobs several retailers 
were doing with the line. He stated 
that a sales volume of over $700,000 
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YOU ARE 


MISSING AN 
OPPORTUNITY 
TO SELL MORE 

CASTERS... 


..- give greater satisfaction 
to your customers...and 
make more profit for your 
store. 

. Write for the new booklet, 
"How To Sell Casters.” You 
will find it an interesting 
story! 
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in paint alone was possible with the 
complete support of all. 

Wm. Ritter, Mechanicsburg, Pa., 
an American stockholder, told of 
his experiences during the 18 
months with the company. Sales 
increased due to his having more 
time to sell. He has turned over the 
buying for the store to one of his 
employees, who fills up the stock 
and writes up all orders. With this 
job in capable hands, Mr. Ritter 
stated, that he has more time for 
sales work, which is the important 
job in the retail hardware store. He 
urged dealers to concentrate their 
buying with one source and devote 
more time to selling. 

Wm. M. Stout, general manager, 
American Hardware Supply Co., re- 
ported on the progress of the com- 
pany stating that during the last 
five years sales have increased ap- 
proximately 250 per cent and assets 
have increased more than 200 per 
cent. Using sales for the first six 
months of this year as a basis, 1939 
will be a banner year. Mr. Stout told 
of the improved warehouse and of- 
fice facilities, all of which enables 
the company to render better service 
at lower costs. He called attention 
to the new catalog and urged the 
members to put it to work for them 
in the store. 

Rivers Peterson, managing-direc- 
tor, National Retail Hardware Assn., 
Indianapolis, Ind., complimented the 
group on their progress and ex- 
pressed optimism as to the future 
of the retail hardware industry. He 
emphasized that there were no se- 
crets of success, but several reasons 
for success and anyone can know 
these. He stressed the value of ac- 
counting in the business picture and 
listed this as one fundamental rea- 
son for success in business. Lower 
costs of distribution must be 
achieved and these can be reached 


through the jobber-dealer system of 
distribution and urged concentration 
of purchases were possible. Mr. 
Peterson stated that dealers must 
take on new lines and cited the 
big market in major appliances 
which has not been fully capitalized 
on by retail hardware dealers. He 
pointed out the necessity of having 
a modern store to carry out effective 
merchandising programs and stated 
that customers had no more respect 
for merchandise than the dealer 
shows for it in his displays. Every 
hardware retailer needs a_ better 
merchandising program and stated 
that sooner or later America will 
have such a plan. Finally, Mr. Pe- 
terson urged dealers to support 
their retail hardware associations 
and cited the activities of the groups 
in legislative and other fields. 

Chas. W. Scarborough, Scarbor- 
ough & Klauss Co., Pittsburgh, Pa.. 
president, American Hardware Sup- 
ply Co., thanked members for at- 
tending all the meetings, and hoped 
that they received information of 
value to them. 

E. A. Hastings, Pittsburgh, Pa., 
treasurer and assistant secretary of 
the company, discussed the com- 
pany’s financial position and stated 
that sales were more than 12 per 
cent ahead of last year, and profits 
approximately 10 per cent higher. 
He was optimistic about business 
for the balance of the year. 

The new model store was one of 
the most interesting features of the 
entire exhibit. Prominent in the 
store was the model kitchen show- 
ing a suggested arrangement of 
major appliances. According to Mr. 
Stout, the model store will be main- 
tained just like a regular retail 
hardware store, with seasonal dis- 
plays of merchandise and special 
store decorations at various times 
during the year. 


Did You Know ... 


HAT 39 cents of every dollar 
the federal Government spends 
is borrowed money? 


THAT Congress appropriated $450,- 
000 for a T.V.A. plant to produce 
fertilizer phosphates when there are 
already 191 private plants in the 
country with an annual capacity of 
8,844,000 tons of these phosphates, 
or more than twice the greatest na- 
tional consumption in any one year? 


THAT one American in every six is 
receiving public bounty, to one in 
seven for Great Britain? In his 
“American Commonwealth” Lord 


Bryce noted with admiration that in 
1881 the ratio of those on public re- 
lief in America was one to every 565 
of the population, contrasted with 
one in 32 for England and Wales. 


THAT when Colonel Somervell took 
over local W.P.A. administration in 
New York City six months ago he 
found that 40 per cent of those on 
the rolls had been there since the be- 
ginning of W.P.A. in 1935? He 
claims since to have reduced the 
number of “career men” to 20 per 
cent. 
—Nation’s Business 
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$169-00 


with Sanding 
Equipment only 
f.0.b. Syracuse 


. L! 
EEDY! NO META 
US COFFEE AND TEA TRI-CRAFT 


Now you can triple your rental profits, be- 
cause all finishing work of modern floors can 
be done by this complete combination ma- 
chine—varnish, shellac, stains, penetrating 
seals. 
In two minutes TRI-CRAFT drum change- 
over makes it a sander, steel wooler, clean- 
er or polisher. Proved Porter-Cable fea- 
tures guarantee fast, smooth, clean work— 
at lowest cost. Low investment, quick re- 
turns, years of profitable, dependable ser- 
vice. Write today for full details. 


BOTH FILTERS AR 
BREW MARVELO 


Over 14 superiorities in latest models 
More than ever, CORY is the complete brewer! At no extra charge are supplied: The 2 
great Filters; Bakelite Funnel Holder; Easy-Grip Handle and Measuring Cup of bakelite, 
Hinged Decanter Cover; Formed (No spatter) Pouring Lip. All electric units are 2-heat 
(Hi-Low). All the heat-resisting glass is by CORNING, the biggest name in glass. 


New Wide-neck Models featured in New Catalog 


They meet a long-felt demand. Easy to clean. Lower center of gravity, too! Streamlined 
beauty is enhanced with matched Handle, Decanter Cover, Funnel Holder, and Measur- 
ing Cup in Ivory-tone or black bakelite! Glad to send the Catalog. 


GLASS COFFEE BREWER CORP. 
325 North Wells Street Chicago, Illinois 






PORTER-CABLE Machine Co. 
2100 No. Salina St. Syracuse, N. Y. 
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ANEW PUTTY 
That Never Settles 


STAZON is a NEW All-Purpose Putty 
that never settles in the can. No mixing 
or stirring of hard settled pigment. A 
low cost competitive grade material 
made by the country’s largest producer 
of putty and allied products. Backed by 
14 years experience. In 1 and 5 lb. 
lithographed cans. Other sizes attrac- 
tively labeled. Non settling at no extra 
cost. 





PLASTOID ASBESTOS 
FURNACE CEMENT 


A time-tested Furnace Cement of the 
highest quality. Ideal for setting fur- 
naces. Withstands intense heat. Fur- 
nished in standard size neatly litho- 
graphed cans. 


PLASTI-GLAZE 


A high quality glazing compound that 
provides a PERMANENT Crack-less Bond 
for glazing either wood or metal sash 

ane Bronce shoes i sae Wo They Adheres so securely to glass and sash that 
yalanced nd. shaped. No turning heels er = ‘ ‘ the joint becomes completely airproof and 
weldin . Nail_holes are clean, correstly i a waterproof. Avoids constant reglazing 
CUSreG. anS epaced. Teugh, ciene, Sng SelmS 4 Ready for use with ordinary putty knife 

outs fer infromation. eee Wve eine In % pt. to 20 gal. containers. 


Our Line Includes— 


All types of Wood Sash, Steel Sash and 
Metal Casement Putty. Caulking and 
Glazing Compounds for every purpose. 


By cco PLASTIC PRODUCTS COMPANY ......: 


Our extensive line of ready to nail Horse, Mule, 
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No. 52 B/87 
Jaw opening 2''; depth /*"' 

You will find JUDD Handy Clamps at 

work on a thousand and one kinds of 

jobs. We sell them all over the world 

—but they’re one of those things that 
most people have to be reminded to 
buy. So do this: put an assortment in 
an open bin on display near your cash 
register. Mention them to the waiting 
customer while you make _ change. 
You'll be surprised at how many will 
buy ... and at how profitable JUDD 
Handy Clamps can be. Ask your job- 
ber, or write today for Circular A-324, 
which gives full details and prices. 





THE STRONGEST CLAMP MADE 
A bent clamp is a broken clamp; 
JUDD Handy Clamps are un- 
bendable, unbreakable, within their 
stated capacities. Now available 
in the famous JUDD /87 Cadmium 
Plate; jaw openings 1 1/16” to 3”; 
depths 7%” to 27%”; 150 to 1500 
pound tests. True JUDD quality 
guarantees repeat business. 


bi OE ES Ee 
H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 















NEW YORK CITY OFFICES AND SALESROOM 
87 CHAMBERS STREET 
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The Chiseler 


By N. VEENBOER* 
Hardware Man, 


Paterson, N. J. 


I people would only realize the 
consequences of “chiseling” how 
soon the depression would be over. 
“Chiseler” is a good word, but 


| “bloodsucker” is more suitable. Let 
| me explain why: 


As soon as anybody starts to 


| chisel, he indirectly interferes with 





somebody’s livelihood, and by this 
interference, he helps deprive some- 
body from making a living, which 
is the same as taking his blood, and 
so I think that “bloodsucker” is the 
proper name. But, who is_ the 
chiseler, you may ask? 

The first chiseler is the person 
who starts at the retail counter (the 
place where merchandise is turned 
back into labor) and by continual 
chiseling, compels the storekeeper 
to look for cheaper merchandise, 
which, of course is either sweatshop 
or inferior goods, or foreign-made, 
or, worse yet, stolen goods. 

Now the storekeeper in turn starts 
to chisel with the jobber, and the 
jobber in turn with the manufac- 
turer with the result that he has to 
reduce wages in order to hold his 
market or trade. 

How nicely we have chiseled our- 
selves into a depression; and don’t 
forget that this depression already 
started in 1927. Yes, indeed, from 
small acorns big oaks grow. When 
the manufacturer starts to cut 
wages, a cry of the working class 
goes up, meetings are called and a 
strike is declared. But don’t forget 
that if it is permissible to bargain 
on the retail counter, then it is also 
permissible for the manufacturer to 
bargain with labor, because the first 
evil is the cause of the last, and re- 
member that “the chiseler of today 
is the wage-cutter of tomorrow.” 

Certain labor agitators cry, “We 
are the producers of wealth,” but 
they also should mention that, “We 
are the ones who can destroy it too.” 
Wealth is not what a few accumu- 
late. Wealth is labor, production, 
and in order to keep this going, we 
have to buy each others products. 

Price maintenance is the virtue 
of successful business and, in order 


*From the radio program “The 
Listener Speaks” over Station WOR, 
Newark, N. J., Dec. 15, 1938 


to uphold the laborer’s wage, we 
have to uphold the price of the 
product. As soon as we start chisel- 
ing, we automatically reduce wages 
and automatically reduce buying 
power. The trouble today is that 
people have lost their principles. 
Let us go back to that old adage, 
“Live and let live.” Revive it, let it 
be told again from the pulpits. It 
belongs to God’s laws. “Love thy 
neighbor as thyself!” 

Let every broadcasting station in 
the U. S. A. at every hour’s end of 
broadcast adopt a slogan such as 
“Buy American-made products to 
give America work.” “Demand 
American-made goods when buy- 
ing.” “Cheap buying means cheap 
wages.” “As you buy, so goes the 
country.” 

Spread the news, tell your neigh- 
bor, drill it into them, do everything 
to wake the people up to the fact 
that to give America work, you have 
to buy American-made goods. 





Issues Trade Card 


When his son who was attend- 
ing college showed him a $5.00 
meal ticket which he was able to 
purchase for $4.50 to save money 
on his meals, a North Dakota hard- 
ware man decided that such a 
plan would work for his store. 
Accordingly he had 1,000 cards 
printed with varying amounts ap- 
pearing on the borders and total- 
ling $25.00. Whenever a_pur- 
chase was made and paid for in 
cash the amount was punched on 
the card by the store clerks. Any 
customer presenting the card com- 
pletely punched out was entitled 
to the choice of a variety of pre- 
miums such as aluminum kitchen 
utensils, flash lights, etc. The idea 
boosted business and more than 
repaid the dealer for the cost of 
the cards and the premiums. It 
was in reality a cash discount 
amounting to about 2 per cent. 
The punch was especially designed 
to trap customers who might 
punch out the cards themselves. 


HARDWARE AGE 





T 
v 


Incre 
losses 
custo 
are a 
sure § 
Your 
asseir 
Get 

eries 
large 
make 
you | 


Writ 
for s 
and 


TH 








AUC 








we 


the 


el- 
es 
ng 
at 


ip 
he 


1g 
ct 





Trade Up Your Profits 


Increase your Nut profits — cut down 
losses from misfit complaints. Stock 
customer-winning Triplex Nuts that 
are accurate to size, full threads for a 
sure grip, toughened so they won’t split. 
Your trade likes a product that holds 
assembly costs low. Give them Triplex. 
Get fast deliv- 
eries from our 
large stock and 
make the profit 
you deserve. 





Write today 
for samples 
und prices. 
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CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 
* 5317 Grant Avenue ¢ Cleveland, Ohio * 
Millions Sold—Used in Every Industry 
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Ask for Specimen copies and full 
facts, at no obligation on your part. 
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BOMMER 


SPRING HINCES 


ARE THE BEST 


Replenish Your Stock with 
BOMMER 


They are in universal demand—are quickest 
to sell—easiest to apply and the most satisfac- 
tory spring hinge made. 


Follow the line 
of least resist- 
ance. Sell 


BOMMER 


products. 





Type 29 


Bommer Spring Hinge Co., Brooklyn, N. Y. 
Chicago Sales Office: No. 180 N. Wacker Drive 


Type O 
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“Red Hot" 
ALUMINUM 


IRON 
PAINT ENAMEL 
CAN be applied to 


red hot surfaces Super Ready Mixed RUSt and heat 
—stands 1200 de- 


grees of heat. For A L U M I | U M 


boilers, stoves, stove GLOSS BLACK. 
pipes, steam pipes, CHROMIUM) ‘ 

ovens, ete. Perfect, PA | N T ( FINISH For stoves, pipe, 
silver bright finish, pRSe < P j 
smooth as silver A SATIN smooth finish that and all iron work 
leaf. Long lasting can be sprayed, dipped or 
lustre. In %, 4, & brushed. For interior or ex- 
\% pt. cans. terior use on wood, metal or 4g price. 

nike brick. Will not lose its bril- _ , 
liancy regardless of how long it may stand on the shelf. Lowest price in 
America for such quality. %& pt. to 5 gal. cans. 

SHEFFIELD also manufactures these other types of Aluminum Paint: SHEFFIELD 
asphalt Aluminum Paint @ SHEFFIELD Government Specification Aluminum 
Paint @ SHEFFIELD Aluminum Screen Enamel @ Complete Printing Depart 
ment at your disposal for special label 


ORDER FROM YOUR JOBBER. JOBBERS—WRITE FOR DETAILS. 


SHEFFIELD BRONZE POWDER & STENCIL CO. 


i 
GS TREE + TRIER 8 IRM 
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Extra quality -at 
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‘The High Standard of Loafing 


By SAUNDERS NoRVELL 


66 ELLOW Citizens and Tax 
KR Payers, here in the United 
States, we have developed 
the Highest Standard of Loafing in 
the World.” (Loud applause.) 
Suppose one of our golden 
tongued politicians started his ora- 
tion with those words! What would 
happen to him from the “pressure 
groups’? I mean the groups that 
are so efficiently organized to 
squeeze dollars, more dollars, bil- 
lions of dollars from the National 
Treasury. I must admit I am fed 
up with thousands of my fellow 
citizens who want and are getting 


something for nothing. They re-— 


mind me of the traveling salesman 
who claimed there was no wrong in 
“knocking down” his fare on a 
train because he was only holding 
out on a railroad corporation. The 
average non-tax payer seems to 
think it is a “square deal” forget- 
ting or not caring that his neigh- 
bor who pays taxes foots the bill. 
On all sides we see that many of 
the people of this country are be- 
coming morally and mentally de- 
moralized because they are accept- 
ing alms from the Government. 


Plain Talk Needed 


We need more plain talk on this 
subject and less of the sympathetic 
boloney we are hearing. 

I know of a number of cases that 
are a little short of grand larceny. 
One aristocratic woman (pre-de- 
pression) has a pension from a 
business of $100.00 per month. 
Then she gets herself on relief for 
about $50.00 more. But here is 
the joker. Her landlady knows of 
her good fortune so she blackmails 
her for a certain amount each 
month to keep quiet. The lady 
can’t move out and she can’t stop 
paying. 

There’s a young man who has 
heen out of a job for months. He 
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goes fishing, he plays tennis, he 
plays cards for considerable stakes 
and his Government check comes 
regularly. He is “waiting” for a 
job but apparently is in no hurry 
about getting it. 

I know of a college professor 
who draws a good salary from his 
college. He has a long vacation 
with pay. He bought a farm and 
draws a regular allowance from 
the Government for some kind of 
farmer’s subsidy. It’s a pleasant 
world for him. He went with 
his family to the San Francisco 
Fair. 

I could name case after case and 
so could many of my readers but 
you remain silent. When is the 
taxpayers’ picket line going to be 
formed. We might do some picket- 
ing in Washington first. 

Some of these situations are real- 
ly laughable. Thousands are 
“waiting” for a job. Thousands 
call and ask for “a job,” but how 
many are making jobs for them- 
selves? 

Just to show that all out of a job 
just seeking to preserve the “High 
Cost of Loafing,” let me tell of 
some I know who have made jobs 
for themselves. 

Two old ladies found themselves 
destitute. They had a wonderful 
recipe for wedding cake. They 
started in in one room making 
cake. Now they have a cake shop 
and are making money just baking 
wedding cakes. One of their cakes 
—iced and all—sells for $50.00. 

I know a maiden lady who knew 
how to make pralies. She now 
ships them all over the country and 
is making money. It’s hard to keep 
up with the demand. 

A stenographer lost her job. 
After she paid her rail fare to 
New York and back and for her 
lunch there wasn’t much left of her 
salary anyhow. She has organized 
in her home town a circle of young 


women who take care of children 
and babies. They advertise in the 
local weekly. They take children 
by the day or they sit up with 
babies while the babies’ parents go 
out to parties, charge $1.00 up to 
12 o’clock—extra time afterward. 
They are reported doing a good 
business. 

A young college professor has a 
regular class in winter—-Fordham 
University. In summer—vacation 
time—he teaches a night class and 
in the daytime works for a real 
estate concern driving “prospects” 
around to view the various prop- 
erties for sale. Nothing blue or 
depressed about him. He makes 
his jobs. All over the country 
“extras” are needed to fill in on 
vacations. The live wires are get- 
ting these jobs. The “waiters” are 
still “waiting.” At a bank the 
other day I cashed a check. The 
young fellow behind the window 
remarked, “have you cashed checks 
here before.” I said I had. “O.K.,” 
said he and passed me the money. 
He was an extra. 


“Refugees” Get Jobs 


Several “refugees” from Europe 
have called on me. One said, “The 
first week after I landed I got a 
good job but so far I haven’t suc- 
ceeded in getting a job for my wife 
but I’m working for one.” “But 
how about Americans here who are 
out of jobs,” I asked. “Well,” -he 
replied, “you see our friends here 
help us get jobs.” 

These “refugees” pack all their 
household belongings in great cases 
or boxes. These are loaded on 
ships and delivered by trucks from 
the ships to the sidewalks of their 
new homes. Then the cases are 
opened and the furniture piece by 
piece is carried up the elevators. 

A young fellow I know made his 
job by going to the local garage 
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and offering his services as an ex- 
tra chauffeur. He picked up a 
number of trips. Now has a regu- 
lar job offered after Labor Day. 
In the meantime he does odd jobs 
about the garage and has become 
an expert on cars. He tells me 
there was a lot to learn and he 
found it interesting. He has a 
“ven” for mechanics. 

Another fellow patched up an 
old Ford, loaded up with a lawn 
mower (borrowed), a_ scythe, 
rakes, etc., and sailed around look- 
ing for places that needed a trim- 
ming up. He found some good 
jobs. 

An old carpenter goes around 
fixing door locks, hinges, and 
screens. He’s a good customer of 
the local hardware store. 

A painter goes around hunting 
painting jobs. He does not work 
by the hour but at so much per 
job. The flat price makes sales 
easier. 

In the Chanin Building, 52 
stories high, where I have my of- 
fice there are 10,000 people lo- 
cated—(tenants and employees). 
35,000 people enter and leave the 
huilding every day. 

I wished to burn up some books 
and papers. There was no fire in 
the building. It is heated and pow- 
ered by steam from a central plant. 
This steam costs about $25,000.00 
a year but it is @conomical as it 
saves building space at $2.00 per 
square foot. Electricity for light 
is also supplied by an outside cen- 
tral plant. 

The newsstand in the building 
gave me some interesting facts. 
They sell comparatively few morn- 
ing papers. The mass of the work- 
ers either do not read in the 


morning or they get papers at 
home or at local stands. Their 
paper sales start about four o’clock 
as the workers leave. Newspaper 
business falls off in the summer. 
Is best in the winter—about 50 per 
cent better. Saturday in summer 
is a bad day. Only 25 per cent of 
the workers in this building come 
to work on Saturdays. The news- 
stand closes early on Saturday. 
Here are the sales of papers on an 
average week day in summer— 


Mirror (racing records) 30 
News (morning paper) .... 60 
Tribune (morning paper) 60 
Times (morning paper) ... 70 
Post (afternoon paper) ... 150 
Journal (afternoon paper) 55 
Sun (afternoon paper) shee: Se 
Telegram (afternoon paper) 400 

1,270 


Over a thousand papers a day in 
the dull summer time. Two thou- 
sand in winter. 

Holidays mean slow sales. In 
New York out of a year we have 
holidays as follows— 


Sundays 52 
Saturdays a 52 
Other days 13 
Extras (3 days at once) 3 

120 


120 days off out of 365. 

In giving the holidays through- 
out the current year we must also 
add the one or two weeks vacation 
almost universally given with full 
pay. This increases number of 
days off at least by ten days. 

Average time at work in this 
building, 35 hours a week—9 till 5 
—one hour for lunch. 

So I claim we have achieved 
“The Highest Standard of Loafing 
in the World.” 





“A Clearing House for Sales Ideas” 


(Continued from page 38) 


indicates the popularity of the plan 
with the workers. It has produced 
a wonderful sense of fellowship 
among the members. As an illus- 
tration, we used to have a certain 
amount of friction between the 
office and warehouse employees. 
Now all that’s gone, and in its 
place we have a sense of close 
cooperation throughout the entire 
company. 
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“During the five years the school 
has been here, we have sent 17 
men out into the sales field from 
the C.H.S.I. All of these men 
have been successful except one. 
This man failed, not because he 
was not a good salesman, but be- 
cause he couldn’t stand prosperity. 
His failure was due to a lack of 
character alone. 

“Two and a half years ago we 
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Streamline brought a salesman into the office _ the inside organization know these ™ 
as a buyer. He had to be a suc- men as ex-buddies, and thus will 
cessful salesman to merit the pro- | work unusually close and in har- ‘ 
motion. We sent a member of our = ™ony with them. 
sales school into this vacant terri- We find it creme 4 to have 
tory, and he doubled the sales of group sales meetings, about 10 a B 
LA N Y E R *d 5 is iat Teall | year. Our school products take 
1e man just promoted. : : : : 
“uy . leading parts in these meetings. , 
: We have sent these men into 3 : . I 
ate Se an a They know how to think on their t 
difficult territories, new territories. : t 
aly , : feet, and express themselves more a 
territories that hadn’t been holding : ; 5 
dj : t wh h ‘ forcibly and more dynamically tl 
fame -caguieeoannt - than our older, more experienced g 
went, they have made good. In cleus dhe did act tewe Oe t] 
fact, in the top bracket of our benefit of this training. a 
leading salesmen, there are a ma- “They find that after they have fe 
jority of C.H.S.I. men. made demonstration after demon- 5 
“We don’t consider, after send- stration on various hardware items = 
: j is ‘ P 
ing a man from the school into before a critical class, that it be- p 
the sales field, that everything has comes comparatively easy to walk 
been done for him, and that we into a man’s store, or into the B 
can sit back and wait for the privacy of his office. and sell him th 
orders to come in. We still have merchandise. h 
to work with that man as we do “We don’t grade a man in the P 
with all our men. school on what he does or doesn’t ” 
“This is not difficult, however. do, but principally on the effort P 
since these men are familiar with he puts forth. We have never yet i 
our policy. They have worked called on a member of the C.H.S.I. 
through the various departments to take part in a program, who has pe 
in the home office and know what refused or has given less than his 
R.E. DIETZ COMPANY it's all about. The members of best.” 
NEW YORK 
Makers of Lanterns fo. the World; Founded 1840 








Step Up Your Sales 


WITH STEWART FENCE 
AND OTHER PRODUCTS 


Stewart lron Works Co., Inc. 





“Pay Out of Income” 
| wetarennt that resembles an we don’t recall. But unless the legal 


unnecessary risk—loose word- 
ing of advertisements for install 
ment business—is a lot too prevalent 
in the credit field. As a specific ex- 
ample, look at the line (you'll find 
it used by many a store), “Pay out 
of income.” 

Suppose the customer loses his 
job. When he loses his job he usual- 
ly loses all his income. And he can’t 
pay up except by digging into his 
reserves—which he may or may not 
have. 

May not that customer feel per- 
fectly justified in saying to the store. 
“Sorry, you'll have to wait until | 
get an income?” 

Why not? The store offered the 
specific inducement, “Pay out of 
income.” It featured that phrase 
frequently, prominently. The cus- 
tomer accepted it at face value. 

Customers understand what you 
mean, do they? And won’t misinter- 
pret it? Or take unfair advantage 
of the implied promise? 

Perhaps there have been court 
verdicts either for or against cus- 
tomers who have taken the install- 
ment slogans so literally. Offhand, 


lights have decisions in favor of the 
store in such cases, to serve as prece- 
dents, it seems as though the part of 
good sense would be to tuck away 
a slogan liable to misinterpretation, 
and to substitute a safe and sound 
one, 

Speaking of safety, and recalling 
that several Nashville specialty stores 
have adopted the policy of asking 
a “payment insurance” premium 
with each weekly payment on in- 
stallment contracts (accumulating 
fractions of future payments in ad- 
vance, so one missed _ installment 
will not invalidate the contract), a 
Philadelphia store man calling on 
us suggested the possibility of there 
being, some day, a special form of 
insurance on installment contracts 
which would cover the stores in cases 
where the customers’ earnings were 
cut off and payments could not be 
maintained. 

Maybe there’s something in this. 
If anybody has contemplated install- 
ing such a device, or knows where 
such an idea is working. we’d be 
glad to hear about it. 

—Department Store Economist 
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JACUZZI— onicinn —- 
INJECTOR PUMPS “ete 
Build Profitable Business DISPLAY BOARD 


with order for 
The exclusive, patented fea- 

tures of Jacuzzi Injector Pumps 
give them operating advantages 
that are creating a steadily 
growing demand. There are 
thousands now in use, every one 
a demonstrator paving the way 
for additional sales. Dealers 
and distributors the country 
over are finding in Jacuzzi 
Pumps an. additional source of 
profits and satisfaction. 
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A small inventory meets every 
need with DRAKE SOLDERING IRONS 


Designed especially to meet the requirements of 
the hardware trade —a small inventory of Drake 
Soldering Irons provides the dealer with a stock to 
meet all needs. Three groups of irons do the trick. 


. , , Get further information from your jobber or our 
Be first in your territory with 


the time-tested, reliable Jacuzzi representatives. 
Injector Pump. Sell them for * 
pressure systems, air condition- ee OO, ee 
ing and all water pumping pur- eb highest quality Nichrome wire ele- 
; ments, are fully chrome plated, 
poses. Qev" Go- and come complete with 6 ft. 
wi heater cord, rubber plug and 7 


\) ° in. stand. Their total list price 
Dom nee 


Write for complete information. is only $7.00. 





JACUZZI 


DRAKE ELECTRIC WORKS, INC. 


BERKELEY 3656 LINCOLN AVE. CHICAGO, ILL. 














Spring Hinges of Quality 


~ (CHICAGO) ~ 
SPRING HINGES 
There Is No Substitute for Quality 





That is why the Chicago 
Spring Hinge Company | 
by correct design, quality 
} of materials used and 
} workmanship aims to 


| 
make “Triplex” Lavatory | won t 
: ; | 


D Hinges th 1 
oor Spring Hinges the | IF PRICE-LABELS 


best on the market. 


For the same_ reason stick 





4 Ss | 
Ow ssa Architect and | = DON’T NAIL them on . don’t cover 'em with messy trans- 
: Contractors who strive parent adhesive tape either. Economical KUM-KLEEN labels 
' ° . ° stick perfectly and peel off even cleaner than transparent 
to build with credit to adhesive tape. End make-shift price marking on cellophane, 
5 r metal, porcelain, bakelite, etc., with KUM-KLEEN labels. | 
their name or profession, We'll gladly send liberal FREE SAMPLES of various sizes 
Type 2242 "2° x ° and shapes for price marking hardware, cutlery, art and gift 
select Chicago opring ware, furniture and all non-porous surfaces. Address 
. — ° AVERY ADHESIVES, 334 East 4th Street, Los 
Hinges tor buildings which they plan and erect. | Angeles. In Canada: Enterprise Sales & Dist., 30 Front 


Street, West, Toronto. 


Hardware Dealers will find “Spring Hinges of 


Quality” easier to sell. * Need no moistening... Stick 
until peeled off... Leave no ° ‘bcen 
mark...Try them and you'll Kum ben 
never go back to old-fashion- = Meg Soe 


Chicago Spring Hinge Company. ed "glue-backed” labels. ADHESIVE 
CHICAGO NEW YORK 


U. S. A. | PRICE-LABELS 
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Red Devil 
RIANGLE 


This item is like “found money” 
—brings better than ordinary 
profit on goods once given 
away with glass. Customers 
like the idea and readily pay 
a nickel. Each package con- 
tains a point driver that saves 
bunged fingers and broken 
glass. 


LANDON P. SMITH, INC. 
IRVINGTON, N. J. 








SLIPKNOT 
- FRICTION — 


TAPE 


Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 








Seld oaly through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Inc. 
CANTON, MASS. 
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Barker, Rose & Kimball Observes 
75th Business Anniversary 


N June 25, 1864, when Civil 

War prices had reached their 
peak, Miles Ayrault and Stephen 
Rose, Jr., two office clerks bought 
their first stock of goods and opened a 
retail hardware store in Elmira, N. 
Y. Today, that business is a flourish- 
ing wholesale enterprise, Barker, 
Rose & Kimball, Inc., distributing 
hardware, automotive, radio, and 
sporting goods. 

Disaster seemed to follow disaster. 
but none was big enough to discour- 
age Ayrault and Rose. In 1867 the 
firm had a fire. Prices had been 
dropping and finally resulted in the 
Panic of 1873. Meantime I. D. 
Booth joined the struggling con- 
cern. Again the business received a 
temporary setback when fire com- 
pletely gutted the store on Christmas 
Eve. For the balance of that winter 
the partners conducted their busi- 
ness in a hemlock shanty, taking 
turns standing guard at night. 

About that time the firm extended 
its operations to include wholesaling 
and it moved to a four-story block. 
Scarcely a year passed that the cel- 
lars were not flooded. All bookkeep- 
ing was done by hand. Gas jets 
provided light and the elevator was 
operated by a hand rope. The travel- 
ing men used buggies even after the 
World War. But Barker, Dounce. 
Rose & Co., as the company had 
become, had the first telephone in 
Elmira. It was “Number One.” 
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Illustration of the original con- 
tract between Miles Ayrault 
and Stephen Rose, Jr. 


In 1890 the building and stock 
were completely destroyed by fire. 
A new building was erected which 
was used until 1932. Meantime the 
original warehouse was enlarged and 
eventually housed the entire whole- 
sale department. 

During all these years the firm 
was favorably and widely known for 
its wise and capable management. 
Gradually it grew, surviving the 
exigencies and crises which continu- 
ally beset it. Stephen Rose died in 





First row, left to right: Messrs. Boardman, assistant hardware buyer; 
Brydges, automotive buyer; Litteer, hardware buyer; Huntington, hard- 
ware sales manager; S. R. Rose, assistant hardware sales manager; 


Mettler, sporting goods sales manager. 


Second row: Messrs. Staples, 


road salesman; Rosencrantz, road salesman; Atwater, inside salesman; 
H. H. Kimball, president and general manager; S. E. Rose, vice-president 


and treasurer; Coe, Philleo and Aikman, road salesmen. 


Third row: 


Messrs. Blanding, Whitten, Gibbs, Baxter, Vrooman, Fox, Higgins, road 

salesmen; W. H. Van Duzer, secretary and office manager; Bowman, 

G. Kimball, Possinger, Klotz, Haney, Gillette, road salesmen, and Craver, 
radio sales manager. 
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High standard of 


the industry — 


WRIGHT 
POULTRY 
NETTING 





Easy to Finish at Low Cost — 
_ ABig Advantage of LCN “Miracle” 


The LCN ‘Miracle’ appeals strongly to architects and 
owners for PRACTICAL reasons: 
1. The streamlined housing provides a smooth metal sur- 
face which can easily be finished, on the job, to match the 
door and trim, or can be furnished in polished metal or 
almost ANY finish for FAR less money than the cost of 
plating the cast iron closer itself. 2. The covered closer is 
much easier to keep clean. 3, The covered closer is largely 
protected from dirt and also from tampering. In short, here 
. is a practical way to offer your customer a distinctly im- 
proved surface door closer having some of the advantages 
of concealed closers at a price little higher than that of 


‘ F RI GHI STEEL & ny pormay, emmy Og Geodon yy reting 
pls WIRECO. & Z LO Ws ‘ a 


TRADE MARK 


STREAMLINED DOOR CLOSER 















































THE HOUSEHOLD AND GARDEN | MM MkelalKer.\eToRi hit ties 
GLOVE CHOICE OF OVER A 
HALF MILLION WOMEN 


Latex Coated | 
Fabric DIRT-PROOF | | 
SNAG-PROOF | | 


WATER-PROOF 























tat Houpeesng | Swaggerettes’ popu- 
; larity continues to 

hs grow. Women are 
buying more and 
more of them. And 
here's the reason — they are 
smartly styled, colorful, yet so 
practical for all household and 
gardening chores. That means 





H. CHANNON COMPANY 


women appreciate their in- 
creased utility plus the more 
durable more comfortable fea- 
tures...There is no slack season 
for Swaggerettes — their many 
year around uses bring you 
steady sales and profits. 


and 
Hibbard, Spencer, Bartlett & Co. 


who, recognizing the quality as well as the need for BERNARD 
Pliers, Punches, Nippers and other Plier Action Tools in the 
home, factory and on the farm, have anticipated your orders by 
carrying a full stock of those numbers your customers will buy. 
















TiE-\ 


e"1 SWAGGERETTES 


ORDER SWAGGERETTES 


Either of these two outstanding distributors stand ready to fill 


National Advertising your orders for BERNARD fools. 











NOW FOR QUICK . 
Keep Swaggerettes on display May we send you a copy of our catalog? 
TURNOVER and PROFITS always. Year around advertisin v ’ tal . 
FREE—three colorcounter Meee oes Boge Ss | 
e n 
ee a oe — Home Journal reaches millions | MADE IN U.S.A. BY 
vidually packed in cellophane. creates extra sales for you. 


THE WM. SCHOLLHORN CO. 


Your cost $3.60. Retail Value 
$5.88. Your profit $2.28. Order Edmont Mig. Co. tw dawn Conn 


from your supplier or write today. 
COSHOCTON, O. 
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Nationally 
advertised home tools: 
No. 69 Drill. Correctly de 
signed with real high torque 


drill 


Drills %” in steel, list $7.95 
129 High Speed (20,000 


dW New! 


PEARLGLO TOP 
"Yes, I do love this 


Darling bath stool.” 


RETAILS" "en 
17 
5 19 No. 777 
Big FDARLING 
Markup § BATH STOOL 
FIRST ON THE MARKET 
Write for prices, sample, and catalog 
THE COMFORT LINE 
Mid. by Comfort Bed Spring Co. 
1735 Diversey Blvd. Chicago, Ill. 








Only Speedway's 30 
years’ experience 
makes possible these 
tools at these prices. 


motor (1000 RPM), 


RPM) Hand Grinder. Collets 


for 
list 


No. 250 Kit—A 69 Drill and 


3/82” and %” arbors, No. 229 Stand (above) for 
5.95 


No 69 Drill or 129 
Grinder, list a Tt 


a 129 Grinder with 5 grinder Ne. 119 Beneh Grinder, 
accessories in matching steel 2-wheels and motor com- 
sees $14.95 


carrying case, list 
No. 309 Router Frame (above) 


with 


a umiversal router or free 
shaper, list $3.95. 

Write for Catalog Sheets and free 
Counter Stuffers, displays, ete. 


pletely encased in modern 
housing with a 
: rests, toggle switch, corc 
No. 129 Grinder, makes and suber feet ... $9.85 


Just Out! SpeedWay No. 89 / 





te. y 
Va"* Drill 


development in vears 


standard %” industrial drills. 


List, $24.50. Modern streamlined die cast housing. 


SPEEDWAY MANUFACTURING CO., 1835 S. 52nd Ave. Cicero, IM. 
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Most sensational drill 


or betters power, rer- 
formance and life of other more costly 


1902; W. H. S. Bean in 1912; 
Frederick Barker in 1913; Arthur 
Clinton in 1926. Competition from 
grocery, specialty and combination 
jobbers continually raise new prob- 
lems. The exhaustion of forests in 
Pennsylvania cut heavily into sales. 
Store door and prepaid delivery, 
chain store methods, increasing taxa- 
tion have continually tested its abil- 
ity to survive. 

Following the retirement of Mr. 
Clinton in 1922, S. E. Rose, son of 
the founder, succeeded to the presi- 
dency and was in turn succeeded 
by H. H. Kimball in 1938. Mr. Rose 
became vice-president and treasurer. 
In 1930 the wholesale business of 
Treman, King & Co., Ithaca, N. Y., 
was purchased and several of its 
road salesmen and warehouse work- 
ers were imported and the territory 
extended. 

Frederick Barker left a sum of 


money which became the nucleus of 
a sick benefit fund which has helped 
hundreds of the company’s employ- 
ees. For several years past by paying 
a part of the cost of group insurance 
the company has made death bene- 
fits available at low cost. Picnics 
have occasionally been enjoyed and 
several anniversaries observed. Long 
records of service and friendly rela- 
tions have prevailed. 

Although always featuring the 
hardware line as the company’s ma- 
jor activity, automotive supplies, ra- 
dios, sporting goods and other lines 
have been added. The business is 
100 per cent wholesale. Eighteen 
traveling men regularly cover 50 
counties adjacent to Elmira. Twenty- 
six truck lines and four railroads 
make daily deliveries. A hardware 
catalog displaying 50,000 items, and 
sporting goods and automobile cata- 
logs are issued from time to time. 


New “Shop” Arrangement Builds Business 


(Contimued from page 42) 


mainly to impress customers with 
the store’s ability to meet compe- 
tition. Sales emphasis is definitely 
on the more profitable lines. 

Most of the tables in the base- 
ment feature seasonal merchandise 
and displays are changed fre- 
quently. Several tables near the 
stairway are changed every week 
with displays consisting of mer- 
chandise which has just been 
shown in the windows. Interest in 
this merchandise continues after 
the window display is removed 
and by showing the goods in a 
prominent place it is brought to 
the customers’ attention again. In 
most instances the window show 
cards can be used on the tables so 
they do a double duty and save 
lime. 


Fixtures 


Fixtures used in the “shop” ar- 
rangement are simple in design 
and are constructed of plywood 
and beaver board. Glass shelves 
in many of the open cases improve 
the appearance of gift goods and 
electrical housewares. Ledges are 
used on all fixtures and provide 
additional display space for small 
slower-selling items. Black cut- 
out wood letters are used on the 
top of each fixture to designate the 


department. Against the white 
sidewall background and individ- 
ual fixture lighting these depart- 
ment signs stand out boldly. 


Illumination 


Lighting in the fixtures serves 
to illuminate the merchandise and 
background and provides illumina- 
tion for the ceiling and sidewall 
above the fixture. This double 
purpose lighting is accomplished 
by cutting out part of the top of 
the fixture and installing 40-watt 
lamps in these openings, thus per- 
mitting the light to pass through 
to the merchandise below and to 
the ceiling and wall above. The 
wide moulding at the top of the 
fixture prevents this light from 
shining into customers’ eyes and 
directs the illumination to the 
proper places. This idea can be 
worked out where space above the 
tops of fixtures is limited and is 
not suitable for display of mer- 
chandise. Some indirect lighting 
for each “shop” is also secured by 
this arrangement. 

Three sales people are employed 
in the basement housewares de- 
partment, two of whom are 
women. Smocks are worn by all 
employees in the department. 
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CAN OPENER 
COMBINATION 








No. 
COMBINATION ... BOTTLE OPENER .. . CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 


Order 160-B.C. Vaughan’s Improved CAN OPENER 


at a popular price. Packed on individual display cards. One 


dozen to the box. A fine seller. Send for prices. 
Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 
3211-25 CARROLL AVE. CHICAGO, ILL. 
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Drake is distinguished for the 
spacious luxury of its rooms, 
the excellence of its cuisine. Yet 
tariffs are always moderate. 
Under the Same Management as 
lhe botham The Blackstone 


lhe Evanshire 


The Drake 


CHICAGO 


The Town fouse 


LAKE SHORE DRIVE « 
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TO MAKE GOOD ROOFING 
BETTER— 


Leading Manufacturers of Roofing 
= seal it with a 
top layer of 


STA-SO 


the crushed slate 
surfacing that de- 
7 tam. fies the elements. 








‘ii That’s why you—Mr. Dealer—can safely recommend 
any brand of roofing that is surfaced with STA-SO 
—the sure defense against weather and wear. 

STA-SO consists of crushed hard slate particles 
imbedded in roofing to overlap like fish scales, giving 
the surface an armor-like resistance to age, sun, 
weather and fire. Particles do not drop out or wash 
off. Comes in many colors and they never fade. 

The presence of STA-SO on any particular make of roofing 
is not indicated by any STA-SO brand or label. Therefore 


make sure that any roofing you recommend has STA-SO 
protection. WRITE FOR THE FACTS. 


No Roofing Is Better Than Its SURFACE 
CENTRAL COMMERCIAL CO., CHICAGO 


YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


° STA“SO wiircve ra 











Users like Kwik- 

Lite Oil Burner Wick 
because it lights instantly 
and lasts longer. The long fibre 

asbestos brings the fuel right up for instant 

ignition. . You'll like Kwik-Lite because it sells 
easily—Satisfies old customers and brings in new ones. 
The attractive counter display carton is an effective silent 
salesman. Priced to sell. Attractive discounts for dealers. 


= -- ~~ =a COMP. NY, Inc. 1 
r TOS TEXTILE COMPA 
om ene ie? W. Wacker Drive. pesige ne ‘nai 
ik-Li am 
Jobber or 1 Please send Kwik Lite 


MAIL the | Prices: iene | 
V Name... 
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DISPLAY — 
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STAMPED AND EMBOSSED 
BRASS AND ALUMINUM 


LETTERS and FIGURES 


Embossed Letters 
DeLuxe House Numbers 
Embossed House Numbers 
Hy-Caste House Numbers 
“Houseful” Assortments 
Boat Letter and Numbers 





Send for New Bulletin 






3901 ‘Highlend Ave., Niogere Falls, N. Y. 


THE ORIGINAL TIRE FABRIC MAT 
—— bone weave, Patented 
nk-type Construction 
rn oe JOBBERS 


All Durable Mats are now tagged with Your 
Name. Your dealers always know where to 


just one of many services that 


sensor. 
Durable gives its jobbers. 
Seld Only Through Jobbers and Gealers 


DURABLE MAT CO. 


777 Brook St. Akron, Ohie 





CLASSIFIED 
OPPORTUNITIES 


Pages 96-97 




















Fate Makes a Hardware Man 


Bor following is the story ot 
Alex Davy’s entry in the whole- 
sale hardware business on the West 
Coast. It was one of those accidents 
of fate that led Mr. Davy to Hunt 
& Mottet, Tacoma, Wash., wholesale 
hardware firm. It is to Rod Cham- 
berlain, assistant sales manager. The 
Stanley Works, New Britain, Conn.. 
and his column in The _ Stanle\ 
Vews, “Butting In,” to whom we are 
indebted for the story as we report 
it here: 

“Back in 1916, a young Australian 
having vainly sought employment in 
San Francisco and the other Bay 
cities, homesick, discouraged. with 
insufficient money to buy his pas- 
sage back to Melbourne, decided to 
try to sign up on a ship and work his 
way back. Followed several weeks of 
futile plodding from one dock to 
another, seeking a steamship bound 
for home on which he could sign up. 
Finally he struck The British Yeo- 
man, a sailing ship, four-master. 
bound for France and thence to Rio 
and around the Horn to Melbourne. 
Although he hadn’t counted on sail- 
ing eastward half way around the 
world before heading for ‘down un- 
der,’ in fact he hadn’t counted on a 
sailing ship at all, he found that the 
skipper was willing to sign him on, 
so the agreement was made. As it 
happened, this day was election day 
in San Francisco and there is some 
provision in maritime law prevent- 
ing the signing on of hands on elec- 
tion day, but it was arranged with 
the skipper that his papers would be 
prepared and he could formally 
sign them just before sailing the 
following day. 

“Here is where two circumstances 
conspired to prevent his departure 
aboard The British Yeoman which. 
later events proved, would have been 
a rendezvous with death. First. ex 
cept for the circumstances of elec- 
tion day, he would have signed on 
and boarded the vessel the previous 
day. 

“Secondly, a street car wreck on 
Market Street delayed his trip from 
lodgings to wharf just long enough 
to allow the vessel to set sail without 
him. He had boarded a trolley car 
with small trunk in ample time to 
make the wharf well before sailing 
time when this wreck on lower Mar- 
ket Street backed up the trolleys for 
a mile or more. With no money for 
a taxi and a trunk too heavy to carry 
on foot he was trapped. When fi- 
nally he did reach the dock, The 
British Yeoman had already cleared 


and was tacking past Alcatraz on 
the way to the Golden Gate. 

“Tt wasn’t until four or five months 
later that he learned how this suc- 
cession of circumstances had actu- 





ALEX DAVY 


ally saved his life. In the meantime 
he had landed a job with a whole- 
sale hardware concern in Tacoma, 
Wash., and one morning on his way 
to work he read a small notice in 
the Tacoma paper that The British 
Yeoman had been sunk by a German 
raider off the coast of South Amer- 
ica. lt later turned out that this Ger- 
man raider was none other than the 
See Adler, commanded by the famous 
Count von Luckner, whose daring 
exploits during the war are glow- 
ingly described in Lowell Thomas’ 
book, ‘Count Luckner— The Sea 
Devil.’ 

“This young Australian who owes 
his life to a trolley wreck on the day 
after election day is now an Amer- 
ican citizen, happily and comfortably 
settled in Tacoma, Wash., holding 
an important position with Hunt & 
Mottet, hardware wholesalers, Ta- 
coma, Wash. We introduce Mr. 
Alex Davy.” 


Estate Range Manual 


The Estate Stove Co., Hamilton, Ohio, 
is distributing a range sales training 
manual, emphasising performance and 
known quality and prestige. The price 
interpretation is that of economy in 
terms of the many years of efficient, 
convenient service. In discussing per- 
formance, the manual urges the sales- 
man to give special attention to the 
convenience of the cooking top, the 
“Fresh-Air” oven and its fully automatic 
cooking service. The manual is written 
to be used by the salesman to show his 
customer if he wishes. 
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HEN a member of the Cabi- 

net, and the head of the Com- 
merce Department at that, states 
that the reports of the National 
Chamber’s Annual Meeting made 
“dull reading,” the comment invites 
elaboration. 

It is doubtful if the business com- 
munity could ever compete on equal 
terms with the Official Planners and 
Dispensers in the authorship of hot 
news. Business can only repeat, as 
it did at its annual meeting, the dull 
prose of 2+2=—4; that you can't 
have your cake and eat it, too; that 
taxes are paid in the sweat of every 
man who labors. 

How can such dull reading stand 
up against the dare-devil, death- 
defying circus stunts of the District 
of Columbia? 

What chance has a statement of 
old-time thrift, self respect, pay-as- 
you-go virtues against the front page 
news of the massacre of little pigs, 
the mobilization of rakes for leaf- 
juggling, the plowing under, the 
ordeal of the potato growers, tree 
belts and Greenbelts, the yardsticks, 
court-packing, deficit financing, the 
Matanuska mirage, the mumbo- 
jumbo of “parity” and farm allot- 
ments and quotas, grocery stamps 
to reliefers, the tidal wave of taxes, 
the rain of laws, a million citizens 
added to bureaucracy, the non-stop 
climb of administrative absolutism, 
and the daily evidence of pressure- 
politics exerted in high places. 


No Dull Reading 
The W.P.A. itself never makes 


“dull reading.” “Man bites dog” 
is the time-honored example of ex- 
citing news. How close to the ideal. 
then, are the news items that the 
W.P.A. has a project to instruct 
its workers how to see Europe on 
$2 a day that the American 
Federation of Actors has fined two 
Hollywood members $10 for crack- 
ing a W.P.A. joke that the 
W.P.A. distributed 60 women’s ski 
suits in Independence, Kansas, and 
announces that a limited number of 
tuxedos are available at Kansas 
State headquarters that the 
W.P.A. theater projects have pro- 
duced 1200 plays at an average cost 
of $40,000, with average receipts of 
$1500 . . . that a W.P.A. sewing 
center in Omaha made so many 
diapers that State headquarters dis- 
tributed a quantity of them in sur- 
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‘Thoughts on Dull Reading 


and Pessimism 


plus commodity packages to aged 
persons on relief. 

“Dull reading,” indeed, is the 
business man’s review of conditions 
that brought the country an 80-bil- 
lion-dollar income and a recommen- 
dation of conditions that would per- 
mit it again. Dull reading that the 
most gigantic spending program of 
the ages still finds the number of 
unemployed at the 1933 peak, and 
indivdual annual incomes down from 
$672 ten years ago to $490 today. 


Optimism Wanted 

The Secretary, it would 
wants a world of optimism—‘There 
was an awful lot of pessimism [at 
the Chamber’s annual meeting] and 
I don’t belong to that school of 
thought.” 

It would be charitable to interpret 
the Secretary's appraisal of the 
Chamber's speakers in the light of 
his own admission that he “had been 
out of touch with Washington for 
ten weeks.” At the very moment 
he was reproaching the 
community for its pessimism, three 
events were taking place within a 
throw of his office: The 
Mayors of our four largest cities 
were testifying before a House Ap- 
propriation Committee that unless 
Federal aid is continued “tragedy 
will follow,” with “results too ter- 
rible to contemplate.” Dr. Parran, 
Surgeon General of the United 
States Public Health Service, clam; 
oring for more money, rides in 
belatedly on the war scare to warn 
us that “our nation is not physically 
fit for war.” And the Senate, with- 
out a dissenting voice, was voting 
to “up” the farm grant of the House 
by 46 per cent. 

It would seem, then, that on one 
count business is guilty. Its prose 
is not amusing; it is as dull as the 
decalogue or as the old copybook 
maxims of horse-and-buggy days. 
On the second count, business can 
only plead that it has no monopoly 
of pessimism, that, as of the given 
date, it enjoyed the corroborative 
testimony of mayors, a man of medi- 
cine and the Senate confessing that 
the farmers’ plight was worse than 
budget estimates by a third of a 
billion dollars. 

MERLE THORPE, Editor, 
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Outshines - Out- 

lasts - Outsells 
them all - because 
it employs scien- 
tifle air flow de- 
sign inside ond 
out and utilizes 
the newest prin- 
ciples of con- 
struction and com- 

bustion. 





WARSAW. NY. 


SHERMAN | 
NOZZLES 








Fig. 155 


A COMPLETE LINE 


From the Sherman Gold Label Precision- 


Made Cast-Bronze Nozzle (the finest 
made), to the Sherman Brass King (low 
priced nozzle), dealers tan meet all com- 
petition for quality and price. 

For a happy medium the famous Sherman 
Diamond Nozzle, retailed profitably at 35¢, 
is a sure seller; also the Battle Creek Noz- 
zle which offers the most value for the 
money in its price class. Keep stocked 
with these popular selling hose nozzles. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek 


Michigan 








BELT LACING 





MTL 








A stronger lacing for all types of 
belts. Put on with a hammer 

easily penetrates the toughest belt 
Clinches smoothly into belt, com 
presses ends, prevents fraying, makes 
a permanent ‘‘humpless’’ joint 
2-piece hinged rocker pins provided 
8 sizes. In boxes, handy packages. 
cartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions 


wit ianip 


Preferred be- 
cause they are 
handled safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every hook is 
used, no card waste. Fit Wiregrip 
or any other standard ilacers. 
Available in 6 sizes 


= 


A necessity at harvest time. Keep 
binders running repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market. 

































Write today for Catalog and Circulars 


—— a a eee eae 
ae : : ARMSTRONG - BRAY 
Be. <j & CO. 


“The Belt Lacing 
People” 










304 Loomis Ave., 
CHICAGO, U.S.A. 


MAMDZE 
Tool of 100/ Uses / : 


Get on the Hobby 
BAND WAGON! 


Hobbyists, mechan- 
ics and repairmen 
prefer the Handee. 
Merchants like it 
too—requires small 
stock investment and has rapid, profitable 
turnover. 

Throughout the world Handee has pres- 
tige, because of its startlingly efficient per- 
formance—because since it was invented 
10 years ago. it has been advertised in 
more than 100 leading national, trade and 
professional magazines. 

Every buyer becomes a steady customer 
for the 300 quality Handee accessories to 
grind, drill, polish, cut, rout, sand, saw, 
carve, engrave, etc. 

Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 


SELLS MORE 
ACCESSORIES 


Increases accessory 
sales up to 40%. 
Glass-top, dust- 
proof case contains 
87 livest varieties 
of the fastest-sell- 
ing accessories. 





Special Deals Make It Easy for You to 
Stock This Money-Making Handee Line. 
Write Today. 

CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, I. 
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American Hardware Mfrs. Assn. 
annual convention meeting with the 


National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ assn. George A. Fernley, 
505 Arch St., Philadelphia, is secretary 
of the wholesalers’ assn. 


Cooking and Heating Appliance 
Manufacturers, Institute of, seventh 
annual convention at the Netherland- 
Plaza Hotel, Cincinnati, Ohio, Dec. 13 
to 15, 1939. 


Golf Tournament of the Eastern 
Hardware Golf Assn., tentatively set for 
May 18 to 20, 1940, at the Cavalier 
Hotel, Virginia Beach. H. L. Gilliam, 
The Wood Shovel & Tool Co., 9 Rocke- 
feller Plaza, New York City, is secre- 
tary-treasurer, 


Golf Tournament, 14th annual tour- 
nament of the Hardware Golf Assn., 
Sept. 14, 15 and 16, 1939, at the Elms 
Hotel, Excelsior Springs, Mo. R. A. 
Sundvahl, The Corbin Screw Corp., 321] 
W. Randolph St., Chicago, is secretary- 
treasurer of the association 


Machine Tool Show, Oct. 4 to 13, 
1939, at the Public Auditorium, Cleve- 
land, Ohio. Sponsored by the National 
Machine Tool Builders’ Assn. 


Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


National Contract Hardware 
Assn. convention and exhibit, Oct. 2-5. 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Federation of Implement 
Dealers’ Association, 40th annual con- 
vention, Oct. 9 to 12, 1939, Hotel Sher- 


man, Chicago, Ill. H. L. Covert, 322 


Scarritt Bldg., Kansas City, Mo., is 
secretary. 


National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 


association. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 


Texas Hardware and Implement 
Assn., 42nd annual convention and ex- 
hibit, January 23, 24, and 25, 1940, at 
the Adolphus Hotel, Dallas, Tex. Dan 
Scoates, College Station, Tex., is secre- 
tary-treasurer of the association. 


Joint Bank Accounts and the Future 


(Continued from page 39) 


It will pass to his widow at his 


death, but so will any other legacy - 


or interest he bequeaths her. 

So long as the property be- 
longs to the husband, it cannot 
belong to his wife. Not until a 
man entirely divests himself of 
ownership can he confidently an- 
ticipate that his family will be 
supplied with money when cir- 
cumstances prevent his further 
care and protection. 

Let him open a bank account 
in his own name as trustee for 


the benefit of his wife and give 
to his bank a letter setting forth 
in simple language, the simpler 
the better, that the money in the 
account is a trust fund; that the 
income is payable to her during 
his life and at his death the trust 
is to end and the entire amount 
be immediately payable to her. 
There is no court proceeding. 
There is no delay. The money 
belongs to his wife, but remains 
in his care and control as long 
as he lives. 
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MASONS WOOD AND ALUMINUM SAND’S cae eerie WOOD AND ALUMINUM 


SAND’'S-STEVENS SURFACE AND LINE 
Write for Catalog 


SAND'S LEVEL & TOOL CO. 





LEVELS 


TELL THE TRUTH 


TILE SETTERS’ WOOD AND ALUMINUM 
World's Standard 
For 48 Years 
“Factory Built-In Accuracy" 














8631 Gratiot, Detroit, Mich 
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GET MORE TRACK and HANGER 
BUSINESS 





Sell Wagner No 
100 and No. 15 
Track with 
Wagner No. 1500 
series_ Roller 
Bearing Hangers. 
Give better ser- 
vice to customers 

simplify your 
stock. 500 
Hangers operate 
in both No. 100 


NO. 100 TRACK NO. 15 TRACK 





é NO. 1500 and No 15 

; < . a @ 
HANG E Ree ? panese (55°".se 
Oyen tracks. Write for 


Wagner Track 
and Hanger 
Literature 


MFG. COMPANY 





a “a 
om ance 
WAGNER “mm 
Cedar Falls, Iowa 

















Fastest CORN SHELLER Made 


Corn shelling time is just ahead. Be prepared for cus- 
tomers with our Ever Ready Ne. 1 Corn Sheller. It shells 
ALL SIZES of ears the fastest 
and easiest of any corn sheller 
made. Easily attached to any 
box or barrel. All teeth on dise 
wheel are perfect. Sheller is made 
of durable Semi-Steel. Nicely 
finished in baked japan, red and 
gold. Every part warranted against 
breakage. Butting and Tipping 
Attachment extra. Good profit. 
Write for trade-prices now. 


STAR HEEL PLATE CO., **Y4"™- 











PLEASE .... 


your change of address 
to the CIRCULATION DEPARTMENT 
at least 3 WEEKS before | 


you move 


HARDWARE AGE 
239 West 39th Street New York, N. Y. 























GET INTO A BIG MARKET 


WITH 
FULTON 


HEALTHIFIERS 


The Winter months create an- 
other peak market for Fulton 
Healthifiers In use in thousands 
of Homes and _ Offices. LOW 
COST—home owners can afford 
one for every radiator. 
Healthifier fits into the opening in center of radiators—in 
the spot where heat and evaporation are greatest. Can’t tip 
over. 








Airmoisteners For Every Type of 
Register and Radiator 
Ask about our low prices 


PATENT NOVELTY COMPANY 
305 EIGHTH AVENUE FULTON, ILLINOIS 























THERE'S SALES SWING 


 a/! IN, THE 


SwinG-A'Way 


THE Only CAN OPENER THAT SWINGS 
FLAT AGAINST THE WALL! 
Breaking records everywhere. A 
big Profit Maker for your house- 
wares section. Guaranteed for 

S years. 
$1.50 Each, List 
Representatives: D. E. Sanford Co., San 
Francisco, Fox Agencies, Toronto, Can. 
: J If You Cannot Get SWING-A-WAY From 
be * Your Jobber, Write For Information To 
— i F. L. MeCABE 





THE STEEL PRODUCTS COMPANY 


MERCHANDISE MART . CHICAGO, ILLINOIS 





KINS Sreex SAW 





E. C. ATKINS AND COMPANY - INDIANAPOLIS - INDIANA 
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All-In-One CEMENT 


Holds everlastingly. Ce- 
ments wood, glass, china, 
metal, cloth, linoleum, tile, 
paper, leather and bric-a- 
brac. Non - inflammable, 
transparent, no odor, not 
sticky to handle. In % and 
: oz. bottles, % pt., 1 pt., 
a and 1 gal. cans. Re- 
tails trom 10¢ to $3.50 ea. 
in order given. In Display 
Carton that makes sales. 


All-in-One Cement Co. 


4663 Page Bivd., St. Louis, Mo. 


KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 
GRAHAM MFG. co. 


Dept. 
— 3A. 




















egolo) $7 ax 


CLIPPERS 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 
as a pen knife — all due to 
new “swivel” lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At job- 
bers. Send for price sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn. 


DENISTON 


r A 
»AART NAIL 










‘Lead Seal’”’” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better services. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Geal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . 

4sk your jobber or write us for samples and dem- 
snetrator Blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 








ROCHESTER ADJUSTABLE 
SASH BALANCES 

A product of Guar- 

anteed quality. Real 

~ profit in handling 

p> them. 

Write for prices. 


Rechester Sash Balance Co., Inc. 
Rochester, N. Y. 


DASCO 
TOOLS AND CUTLERY 


5 

Made Right—For You— 
Mr. Hardware Retailer— 
Ask Your Jobber— 


DAMASCUS STEEL PRODUCTS CORP. 
Rockford, Il. 
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The “WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Brockton, Mass.: Who makes 
Steelcrete expanded metal? Stone 


Hdwe. Co. ' 


ANSWER: Consolidated Expand- 
ed Metal Co., Wheeling, W. Va. 


* * 


Newport, Ky.: Who makes the 
Gees minnow traps? E. C. Wendt 


Hdwe. Co. 


ANSWER: Cuba Specialty Mfg. 
Co., Houghton, N. Y. 


* * * 
Manchester Center, Vt.: Who 
makes the Rubatex Frigidette ice 
cube container? Manchester Plumb- 


ing & Hdwe. Co. 


ANSWER: Rubatex Distributors, 


Inc., 420 Lexington Ave., New York, 


Ns 


* * * 


Tuckahoe, N. Y.: Who makes the 
Flex-Seal Cookers? Cornell Bros. 


ANSWER: Vischer Products Co., 
1481 Merchandise Mart, Chicago, 
Ill. 


. ¢ -@ 


Scranton, Pa.: Who makes the 
Kenyon automobile tires? Machinery 
Sales & Equipment Corp. 


ANSWER: Westminster Tire 
Corp., 601 W. 26th Street, New York, 
N.. ¥. 


oe © * 


Milwaukee, Wis.: Who makes the 
Curvfit Ladies Safety Razor? M. 
Keider. 


ANSWER: Curvfit Sales Corp., 
119 W. 23rd Street, New York, N. Y. 
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HELPS YOU SELL! 





Competitive Grade for Price Buyers 

Everyone likes to sell quality, but some buyers demand 
price. Now you can fill this demand in Roof Coatings with 
a product backed by a national reputation for quality and 
value. Hf your customer won't pay for the extra quality in 
LB.M. Products. offer the BLACK CAT grade. You save the 
sale and satisfy the customer at the same time. 

And remember — FOSTER helps you sell. Both the LB.M. 
and BLACK CAT lines are packed in beau- 
tifully lithographed containers. Separate 

pamphlets descriptive of each line are 
furnished free of charge with your imprint. 


ASPHALT FIBRE 
1-B-M ROOF COATING 


-B-M Liquip RooF coating 


ASPHALT PLASTIC 
1-B-M ROOF CEMENT 


BLACK CAT Brand...A Quvolity 
Competitive Grade for Price Buyers! 


SEE YOUR JOBBER or Write for Details! 


f 
[--4| BENJAMIN FOSTER COMPANY 


20th St. & Erie Ave., Philadelphia, Pa. 


CLARK 


MAKES IT?” 








Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 











CorRN HUSKERS 


are the choice of champions. 

Farm paper advertising featuring 
Clark’s Model A Husking Hook will cre- 
ate big demand this fall. 5 adjustments. 
Right or left hand. A Clark makes 
husking easier, faster, cleaner. Stock 
this profitable item now. Ask your job- 
ber for CLARK CORN HUSKERS. 


Clark Leather Products Co., Inc. 
1811-17 West North Ave., Chicago, Ill. 











Wappinger Falls, N. Y.: Who ANSWER: Max Geisler Bird Co., 
makes the Lektro-Lite cigarette 50 Cooper Square, New York, N. Y.: ee ee ee 
lighter? Winne’s. Louis Ruhe Inc., 853 Broadway, 
New York, N. Y. V “ 
ANSWER: Lektrolite Corp., 521 a U s q ca) i NE 
Fifth Ave., New York, N. Y. = Fe ch (race 


* * * 


Plymouth, Ind.» Who makes a 
spiral sash balance? C. L. Morris 
Lumber Co. 


ANSWER: Unique Window 
Balance Corp., 295 FE. 133rd_ St., 
New York, N. Y. 


* * * 


Del Norte Colo.: Where 
get repairs for a Champion platform 
scale? Rio Grande Hardware Co. 


can we 


ANSWER: Howe Scale Co. of ILL. 
1325 S. Wabash Ave., Chicago, III. 


x * * 


Panhandle, Tex.: Who makes a 
gauge to measure the depth of rain 
fall? Lewis Hardware Co. 


Jenks & Son, 
Washinton: : <<. 


ANSWER: W. 
723 7th Street, 


*% * * 


Rutledge, Ga.: Please furnish us 
with the name of several firms deal- 
ing in all kinds of birds. Farmers 
Hdwe. & Whse. Co. 
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Who makes the 
R. F. Powell. 


Townsend, Mass.: 
Frost Proof closets? 


ANSWER: Joseph A. Vogel Co.. 
Wilmington, Del. 


% * * 

Minneapolis, Minn.: Who makes 
fancy sill cocks? Warner Hardware 
Co. 

ANSWER: Weidman 
Inc., 168 Center Street, 
ae 


Mfg. Co. 
New York. 


*% * * 


Amsterdam, N. Y.: Who makes a 
sash sustainer as per sample sketch? 


Kosiba & Dylong. 


ANSWER: Austral Sales Co., 10! 
Park Ave., New York, N. Y. 


* * * 


Lake Mahopac, N. Y.: Who makes 
electric ceramic kilns? Darn Supply 


Co. Ine. 


ANSWER: Electric Furnace Co.. 
Salem, Ohio; G. S. Peterson Co.. 
1377 E. 34th Street, Cleveland, Ohio: 
Falls Electric Furnace Corp., 660 
Grant St., Buffalo, N. Y. 





_ 





Fren 


cHAM 


MADE IN U.S.A. 


ASK YOUR JGQBBER 
FOR GUR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL, MASS. 








— MORTAR HODS 


No dripping onto 
the user's back. 





Made entirely of 
stee) with wooden 
shoulder saddle 
and handle. 
Edges are heav- 
ily reinforced. 
The fork. is 
pressed from 
‘ heavy gauge 
Write for prices. 
The Cleveland Wire Spring Ceo. 
8th St. and Hamilton Ave. 
* a Cleveland, Ohio J a 











TRICO CO Ke) RTOP 


FUSES 


THE COLOR TELLS THE SIZE 


BOOST SALES 


Easy Selection Quick Inspection 
Eye-Appealing Sales Getting 
Attractive 7-color display Corton 













Ask your Jobber 
Salesman for 
COLORTOPS 





TRICO FUSE MFG. de} 


ILWAUKEE ONSIN 
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Classihied Opporvtunitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clanibied Adwentning Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word...... ‘ .06 


Positions Wanted 
(Special - “en set solid, maximum, 
Oe WE Knee cddcdccnnccsconess .50 
Each additional word ............. 01 
Allow Seven Words for Keyed Address or Your Address 


ou DISPLAY RATES 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order. 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 














| Positions Wanted =| 











CAPABLE CHRISTIAN EXECUTIVE 
IN THE THIRTIES, possessing initiative, ability and 
sound judgment with over 15 years wholesale and retail 
hardware, mill supply, housefurnishing experience de- 
sires immediate responsible position with jobber or 
as retail store manager. Full understanding modern 
purchasing, store management, selling, displaying, 
credits, supervision of personnel, etc. Locate any 
town within 300 miles Newark, N. J 
Address Box ae care of av eee AGE, 
239 W. 39th St., . City 














PURCHASING AGENT, 9 YEARS’ EXPE- 
RIENCE in the wholesale hardware and elec- 
trical manufacturing field. Age 29. Now em- 
ployed. Desires position with future and oppor- 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
D-523, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





HARDWARE MAN, 12 YEARS’ EXPERI- 
ENCE in Hardware, Paint, Plumbing, Electrical 
and Janitor Supply lines. At present employed 
as Buyer-Manager. Know how to locate sources 
of “Hard-to-find Specials’ that your customers 
always ask for. Seek position with firm that ap- 
preciates and awards loyal and intelligent service. 
Address Box D-574, care of Harpware AGeE, 239 
W. 39th St., N. Y. City. 


NEW YORK CITY SALES REPRESENTA- 
TIVE, 26 years, to call on Hardware Jobbing 
Trade and Retailers. Six years’ thorough ex 
ence as a hardware man. Efficient, Highest Cali. 
bre, Excellent References. Commission Basis. 
Address Box D-598, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


ENERGETIC AND AMBITIOUS YOUNG 
MAN, 23 years old, single, with driver’s license, 
desires position. Has had eight years’ experience 
in the hardware, paint, es and house- 
furnishing line, also thoroughly experienced in the 
gas range field and major electrical appliances, 
such as_ refrigerators, washing machines, etc. 
Address Box D-530, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





I AM MECHANICALLY INCLINED, LIKE 
TO handle hardware items and gadgets. Would 
enjoy selling them to customers. Can work in 
stock room, make deliveries. Four years’ experi- 
ence with ‘large N. Y. department store. lean 
cut appearance. Good character, with references, 
chaufteur’s a age 380, moderate salary. Ad- 
dress 1 D-597, care of HaxpWARE Ace, 239 
W. 39th St., N. Y. City. 








BUILDERS’ HARDWARE ENGINEER, 
TWENTY YEARS’ experience handling large 
buildings, Treasury Department, WPA & PWA 
layouts. Employed and no reason to transfer ex- 
cept for betterment. Make layouts, specifications, 
price and buy. Fifteen years in charge above 
type work. Single, sober, industrious and can 
furnish references as to integrity, character and 
ability. Address Box D-580, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 











BUILDERS’ HARDWARE SALESMEN 
WANTED. SPLENDID PROPOSITION 


for men with established following among large 

builders’ hardware dealers. Commission basis, ex- 

clusive territory, most progressive line of builders’ 

hardware. State territory covered and lines handled. 

Address Box D-576. care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 

















SALESMAN WANTED EXPERIENCED 
BUILDERS’ HARDWARE. Must be capable of 
reading plans and familiar with Chicago terri- 
tory. State reference. Address Box D-602, care 
of Harpware Acre, 239 W. 39th St., N. Y. City. 





EXPERIENCED INDUSTRIAL HARD- 
WARE AND MILL Supply salesman. Must be 
familiar with Chicago territory. State reference. 
Address Box D-600, care of Harpware AGeg, 239 
W. 39th St., N. Y. City. 





MANUFACTURER’S AGENT WANTED TO 
SELL 10¢ hardware item to chains; variety, sta- 
tionery and hardware jobbers. State your lines 
and several chains and jobbers handling them in 
your territory. Answer fully to insure reply. Ad- 
dress Box D-604, care of HArpware AGeg, 239 W. 
39th St., N. Y. City. 





SALESMEN & MANUFACTURERS’ 
AGENTS WANTED who have established clien- 
tele to sell an added line direct from manufacturer 
to builders’ supply dealers, lumber yards, hard- 
ware dealers, etc. All territories available. Ad- 
dress Box D-603, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





SIDE LINE SALESMAN WANTED TO sell 
to Hardware & Housefurnishing Jobbers, also 
major Hardware and Appliance Stores. Article 
offered is a repeat seller. Commission basis. Ad- 
dress Box D-599, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 





THE “YEGG BEATER” PATENTED WIN- 
DOW lock and door step is fine side line for 
wholesale and retail hardware and variety trade. 
Stores are rapidly standardizing on this lock. 
State territory and lines handled. Confidential. 
Only men with established trade considered. Ad- 
dress: Mogul Corp., 204 Loeb Arcade, Minne- 
apolis, Minn. 








WANTED: REPRESENTATIVE WITH 
HARDWARE OR Mill Supply experience in 
Sales and Missionary work to travel New England 
territory on hacksaw blades. Permanent Posi- 
tion. Address Box D-566, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





SALESMEN CALLING ON HARDWARE, 
NURSERY, Cemetery trade, to sell er gd 
advertised “Central Park Lawn Grass Seed,” 
10% straight commission. State experience. Ad- 
dress: Radway McC ullongh Seeds, Inc., 115 
Broad St., New York, Y. 





RESPONSIBLE MANUFACTURER WANTS 
TRAVELING SALESMAN to sell retail deal- 
ers, hardware, etc., five grades of aluminum ware 

-enough to warrant full time work. High rates 
of commission advanced weekly; protected terri- 
tory with full credit on mail and repeat orders. 
Address: Illinois Pure Aluminum Co., Lemont, 
Til. 


SALESMEN NOW CALLING ON HARD- 
WARE, paper and dairy supply stores in Penna., 
Va., Ohio, etc., to handle a standard product for 
reliable paper converter. Good volume, steady 
repeat business. Commission basis. State terri- 
tory covered, lines handled, experience, etc. Best 
of references required. Address Box D- 560, care 
of Harpware Ace, N. Y. City. 








PROFITABLE SIDE LINE. JAY-WAY 
Door Holder is the most practical and useful de- 
vice of its kind ever designed. Fills a long-felt 
need—sells on sight. Attractive proposition to 
salesmen calling on department, hardware, drug, 
stationery and gift trades. Thousands being sold. 
Write today for particulars. Address Jay-Way 
Company, 26 Journal Square, Jersey City, N. J. 





MANUFACTURER REQUIRES A THOR- 
OUGH BUILDERS’ Hardware man who has 
had experience in the estimating, detailing and 
selling of Builders’ Hardware contracts. Must 
have complete knowledge of dealers’ shelf hard- 
ware requirements. Also must be capable of 
sales promotion in both fields. Splendid opportu- 
nities for the proper man. Salary. State Age. 
Experience, references, trade and territory cov- 
ered, if any. Address Box D-585, care of Harp- 








Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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[ Business Opportunitien | 








SALESMEN WANTED WITH FOLLOWING 
AMONG hardware and paint stores to sell as a 
side line a well establshed line of paint and bronze 
specialties, kalsomine, cold water paints, etc. Ex- 


cellent opportunity for right . parties, protected 
territories. Liberal commissions. In reply state 
lines now carried and territory covered. Address 


Box D-578, care of Harpware Ace, 239 W. 39th 
S.. NW. ¥. City. 





BUILDERS’ HARDWARE SALESMAN TO 
REPRESENT nationally known old established 
Builders’ Hardware Manufacturer making a com- 
plete line of Builders’ and Shelf Hardware on a 
liberal commission basis. Eastern and Western 
territories open. Must be thorough Builders’ 
Hardware estimator, salesman and detail man. 
Give full information regarding length of experi- 
ence, age, references and trade and territory 
covered. Address Box D-584, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City. 





—Kecansa Woakel | 























~ 
' 
MANUFACTURERS’ AGENT 
Calling on the Wholesale Hardware and Mill 
Supply Trade in 
Penna., South ee Delaware, Maryland and the 
District + Ce 
ANTS. ‘ADDITION AL LINE 
on commission basis 
Formerly Sales Manager for nationally known concern 
Address Box D-575, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 
A 
CONNECTION DESIRED BY SALES 


GROUP covering Maryland, Virginia and Caro- 
lina. Address Box D-561, care of HarpDWaRE 
Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURER’S AGENT HAS POTEN- 
TIAL OUTLET for volume lines, suitable for 
Hardware, Mill Supply, Builders’ Supply, Elec 
trical, Plumbing, Sporting Goods, Grocers’ Sun- 
dries and Housewares, throughout various sections 
of the country, Private Brands or Labels accep- 
table. Manufacturers interested in increasing 





their business are requested to submit full par- 
ticulars to Box D-605, care of 
39th St., N. Y. City. 


Harpware AGE, 
239 W. 


WE HAVE AN ESTABLISHED TRADE 
WITH retail and wholesale Hardware and Lum- 
ber Dealers in Central and South Texas. We 
want to act as Sales Agent for some product 
that is sold through these channels. References 
exchanged. Address: Travis Creosote Co., P. O. 
Box 537, masta Texas. 


TWO EXPERIENCE D LOCK AND SCREW 
SALESMEN with good hardware dealer, hard- 
ware wholesaler and mill supplies distributor con- 
tacts, seeks lines of merit for the metropolitan 
New York, New York State and New Jersey 
area. Men are at present employed by nationally 
known manufacturer. Address Box in “ care 
of Harpware Ace, 239 W. 39th St., . City. 


RETURNING TO “THE “HARDWARE BUSI. 
NESS in which I enjoyed 15 successful years 
as a salesman covering the wholesale and retail 
hardware, mill supply, contractor supply, plumb- 
ing and electrical fields. Prefer eastern territory, 
including Metropolitan New York and am open 
|for a small group of non-competing lines or for 
|a sales position with some one reputable manu- 
| facturer. Although in another field for five years 
have maintained my hardware trade contracts. 
Address Robert M. Taylor, Oscawana, N. Y. 
Phone: Croton 3112. 
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REGULAR STATEMENTS 
1,000 $2.55, 2,000 $4.75, 5,000 $8.00, de- 
livered prices. Terms: Net 10 Days. 
Special prices on Letterheads and 
Envelopes. 

Write for free samples. 


MAYFIELD PRINTING CO., Mayfield, Ky. 














“EFFECTIVE DISTRIBUTION 
THROUGH 


MANUFACTURERS’ AGENTS” 


Just off the press. A practical book of 
32 pages written by a practical man, 
based on the experience of eighteen 
years’ selling through manufacturers 
agents. Gives definite suggestions on 
selection, handling, territory set-up 
and other important facts and methods 
that have proved successful in building 
sales. 

Every sales manager and general man- 
ager should have a copy. Price $1.00 
per copy. 


WALTER A. ALLEN 
414 Chapel Street New Haven, Conn, 











FOR SALE: RETAIL HARDWARE BUSI- 
NESS and store in small central New York 
State town. Inventory $7,000. Good, clean sala- 








ble stock. Heirs wish to sell because of death of 
former owner and manager. Wish to sell both 
business and property, but business may be bought 
separately. Address: R. W. Tyler, Hancock, N. 
RETAIL HARDWARE BUSINESS» IN 
PROSPEROUS community in North Central 


North Dakota. Business well established in gen- 
eral hardware for thirty-five years. Reason fof 
selling, proprietor deceased. Widow Fe sically 
unable to continue. Stock $10,000. Scenain 
at $6,250. Centrally located on two ‘Ralnede 
Will rent or sell buildings. All communications 
confidential. Address Box D-562, care of Harv 
ware Ace, 239 W. 39th St., N. Y. City. 


Help Wanted | 











MERCHANDISE STOCKS WANTED FOR 
CASH. Address: Commodity Warehouse, 106 N. 
Henry Street, Bay City, Michigan. 


Cc OMBINATION HARDWARE, SPORTING 
|GOODS, ELECTRICAL appliance business for 
sale. Established 30 years. Modern fixtures 
throughout. Located South Florida. Stock in- 
ventory $22,000. Will seil on terms. III health 
reason for selling. Address Box D-568, care of 
| HARDWARE AcE, 239 W. 39th St., N. Y. City. 











| character. 





EXECUTIVE WANTED TO TAKE COM- 
PLETE charge of wholesale Industrial and Build- 
ers’ Hardware business. Highest references re- 
quired. Address Box D-601, care of Harpware 
Ace, 239 W. 39th ‘St. N. Y. City. 

WANTE D BY PE NNSYL VANIA MANU 
FACTURER, a high grade salesman to call on 
Hardware jobbers and Dealers. Must have ex 
perience and furnish references as to ability ana 
Address Box D-606, care of Harpwart 
AcE, 239 W. 39th St.. N. Y. Citv. 








fre You Seeking SALES REPRESENTATION 
either on a NATIONAL oc: SECTIONAL BASIS? 


HARDWARE AGE VERIFIED LIST 


It lists 1150 MANUFACTURERS’ AGENTS in the United States and 48 in Canada operating in the 
hardware field, giving not only their names and addr esses but also the lines handled, territories covered, 
number of men traveled, branch addresses of those firms having them and the year the businesses were 


established. 


Obviously this information will prove helpful in arranging for sales representation wherever desired in 


the United States and Canada. 


HARDWARE AGE VERIFIED LIST also contains separate lists of Wholesale Shelf Hardware Houses, 
Wholesale Heavy Hardware Houses, Mill Supply Distributors, Plumbers and Tinners Supplies Jobbers, 
and Chain Hardware Stores, authoritative lists that are recognized as indispensable for effectively con- 


tacting, personally or by mail, 


The price for this publication, containing all the lists stated, is $10.00 a copy. Remittance with order. 


HARDWARE AGE 


VERIFIED LIST DEPARTMENT 
New York City, New York 


239 West 39th Street 


1939 





AUGUST 24, 


these distributors in the hardware trade. 













“Tune In” for PROFITS 


on Furnace Cleaning Time with 


SCHAEFER Flue and Furnace Brushes 


Savings your customers enjoy with clean meee A 
UU 


more than pay for these new SCHAEFER 


FURNACE BRUSHES. 


practically sell themselves, 





NO. 8-442 
FURNACE 
BRUSH ... 


Put these 


attractive . 
serviceable Brushes on prominent display — they'll 
with their sparkling bril- 
liant RUSTPROOF 
Steel Bristles and han 
dies. They wear from 4 


to 6 times 


Write for 


of Furnace 


longer than 
other brushes—and clean 
much better and easier 


ND 


S 


your story 
Cleaninz 


Profits. Tie in on this 


story early 


Summe 


r, 


—for higher 


Fall and 


Winter Profits! 


SCHAEFER BRUSH MFG. COMPANY 
117 W. Walker St., Milwaukee, Wisconsin 
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BRUSH-NU COMPANY 


BALTIMORE MARYLAND 











Genu'"° DOMES of SILENCE 


soph: hi kde SOFTLY - SMOOTHLY 


Ask your Jobber 


DOMES of SILENCE Inc., 35 Pear! St., 


98 


& FLOORS-CREATE QUIET 


~ SAVE FURNITURE 


Name Ocmes of Silence 
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[GLK JOINT 


(Patent No. 2,038,389) 


the MILCOR. Stove Pipe 
that brings you 


_ profitable volume 
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LockJoint’s exclusive construction features help you 
become “headquarters” for stove pipe in your com- 
munity, because you offer customers more for their 
money. * Your customers quickly recognize the 
value of these Milcor improvements: (1) The Locking 
Device — locks quickly and easily by hand .. . (2) 
the Non-Slip End Lock — prevents up-and-down move- 
ment of lock . . . (3) the short Fade-Away Crimp — for 
increased strength and tight assembly that eliminates 
the danger and unpleasant odor of leakage. These fea- 
tures not only make store selling easier, they sell cus- 
tomers on their advantages in actual service, creating 
valuable word-of-mouth advertising that brings you addi- 
tional sales. * Get more stove pipe profits this season. 
Feature safe, handsome LockJoint. Order your stock 
from your jobber today. 14 


MrccoR. STEEL COMPANY 


MILWAUKEE, WISCONSIN CANTON, OHIO 
CHICAGO, ILL, * KANSAS CITY. MO. ¢ LA CROSSE, WIS. - 
BALTIMORE, MD. * ROCHESTER, N.Y. 


. Sales Offices: Minneapolis, Minn.; Little Rock, Ark.: Denver, Colo.; Dallas, Tex.; 
Washington, D.C.; Boston, Mass. ; 
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50 7eets of 
CREATING QUALITY 
in the laboratory ... PLUS 


50 Gecw cf 
PROVING QUALITY 
on the job...means that today 


















ITA-VAR PAINTS BUILD BUSINESS 
ECAUSE THEIR QUALITY BUILDS CONFIDENCE 
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PAINT ENGINEERS SINCE 1888 » NEWARK » NEW JERSEY + U.S.A. 
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WET DAYS are PAY DAYS 
FOR THE STORES SELLING 


DAISY «iss: SOLES 


















BLUE RIBBON 
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DAISY BLUE RIBBON 
RUBBER SOLES 
FOR LARGER VOLUME — LONG PROFIT 


MARGIN, AND CUSTOMER SATISFACTION 
STOCK DAISY BLUE RIBBON SOLES 


In a few short years Daisy Blue Ribbon Soles have soared from scratch to one of the 
largest sellers. The popularity of this fine looking sole is growing amazingly and 
the reason for it all is—-CUSTOMER SATISFACTION. They are made under 
Daisy Patent No. 1917737, which gives these soles exceptional adhesion strength. 
In actual tests you'll find no other sole sticks as tight as Blue Ribbon Sole. 


Then, don’t forget, Daisy Blue Ribbon Soles come mounted on beautiful full color 
display cards that further enhance the attractive tread design of these finer soles. 
All this means larger sales and every sale means a nice fat profit. If you haven't 
already ordered Daisy Blue Ribbon Soles, do it right away. It’s time to stock up now. 


Call Your Jobber or Write Us Direct 


SCHACHT RUBBER MFG. CO., Huntington, Ind. 
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